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COUNTRY LIFE 
celebrates Christmas 

in traditional style with 
features to fit the reminiscent 
mood of the season, and 
pages which present the best 
names in British advertising. 
There is still time to 
reserve space but copy 
must be received before 
November 20th. 
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ADVERTISER'S WEEKLY 


Poster design 


Sin,-Stuart Lewis, in his 
article “Oh for the Child's Eye 
View!” (October 16) asks “How 
is wt that child artists express 
themselves so vividly while highly 
trained commercial artists fre- 
quently utter platitudes?” 

Two reasons, at least. appear 
to be fairly obvious, The first 
is that many studio personne! are 
highly trained craftsmen. They 
are not necessarily artists. The 
second is that artists must eat. 

A great Many managing direc- 
tors and advertising managers 
have no appreciation of good 
design. Apparently it has yet to 
occur to them that designing is a 


IN THIS ISSUE— 
Frujade—experts of the “A.W. 
Advertising Agency” launch a 

new product—page 202. 
NEXT WEEK: Special feature 
on direct mail, and a market 
survey of the Northern Counties. 


specialised job, that their own re 
actions are seldom a measure of 
taste, and that advertising and 
good design should be synony 
mous, They continue seriously to 
underestimate the public. Three 
housewives recently tld me that 
they were using a certain deter 
gent in spite of the poster cam- 
paign, having been persuaded to 
do so by friends 
Poster designing will improve 
when executives stop dictating 
their own ideas 
“Commercial artists with all 
their dazzling competence” are 
seldom able to approach their 
own work with the “penctrating 
eye of a child.” They must do so 
with the blind eye of a business 
man 
Rosert A. WiLtis 
56 Pepys Road, 
London, S.W.20. 
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To The Editor.. 


Civic handbooks 
racket 


Sm,—-At long last somebody 
in authority has raised a protest 
at the civic handbooks racket 
(ADVERTISER'S Weexkty, October 
9) and I hope the matter will be 
pursued to the utmost limits in an 
attempt to crush it. 

Within the last five minutes | 
have had the pistol held at my 
head and the lesser of the two 
evils was to give in. I am fighting 
a local council for permission to 
erect an illuminated sign on one 
of our branches and, by a strange 
coincidence, the day after a fruit- 
less interview with one of the 
council's officials, a representa- 
tive of one of these “racketeers” 
called to see me with a letter 
signed by the town clerk “invit- 
ing” me to take space in one of 
their Coronation handbooks. 1 
knew that refusal to pour £21 
down the drain meant “goodbye” 
to any hope of the sign, so | had 
nothing else to do but sign on 
the dotted line. 

An interesting point was that 
the representative concerned said 
he agreed with all Alan Whit- 
worth said at the Glasgow Publi- 
city Club recently, and in all his 
years on the road had never had 
such a blot on his conscience as 
selling space in these handbooks 
He also said that every advertiser 
felt that he had no option but to 
give in to the racket, and that he 
agreed these handbooks, maps, 
and souvenirs had no advertising 
value whatsoever. 

Surely our associations are 
strong enough to approach coun- 
cils, or even Parliament, and put 
a stop to the victimisation of ad 
vertisers Who are at the mercy of 
these racketeers We cannot 
afford to throw away our chance 
of securing tenders, but it cost 
my company nearly £1,000 last 
year aS a premium against this 
happening. 

UNWILLING Victim 

(Name and address supplied.) 


Code of Standards 


Sin,—-The interesting article in 
Policy Platform—Advertising 
Control+October 9) suggests 
the desirability of having a Code 
of Standards covering a wider 
field than does the British Code 
of Standards, which applies only 
to the advertising of medicines 
and treatments. It is quite true 
that these seem to be the only 
category which have been able 


* BRISTOL BRITANNIA ... 
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to face the establishment of a 


particular Code of Standards, so 
far, but it should be remembered 
that all bodies of any conse- 
quence concerned in advertising 
in this country have accepted the 
Code of Standards of the Inter- 
nationa! Chamber of Commerce, 
which is of general application 
and has been accepted by 16 
countries, so far 

In order to meet the needs of 
countries at all stages of devel- 
opment, this Code of Standards 
is somewhat elementary, but the 
principles laid down in it, if gen- 
erally applied, will do much to 
raise and maintain standards of 
advertising practice everywhere. 

Evior WARBURTON. 

Chairman, 
Advertising Committee, British 
National Commitice, Inter- 
national Chamber of Commerce. 


(Reference to the International 
Chamber of Commerce Code was 
made in the second instalment of 
the article on Advertisemen, Con- 
trol, published on October 2. The 
principles of this code, it was 
stated, are accepted in this and 
other countries with enlightened 
advertising businesses, and form 
the basis of other and more 


specific codes.—Editor.) 
Distribution 


Sirn.—We were pleased to read 
the interesting case history No. 26 
dealing with our current River 
Series advertising campaign. 

Unfortunately you were mis- 
informed about our method of 
distribution which js through the 
printing, stationery and allied 
trades. 

H. L. Morsey, 
Director, Pirie, Appleton 
& Co., Ltd., Chadwe!! Heath. 


Mrs. Higgins 


Sik,—How naive of Mr. Caplin 
to suggest that copywriters and 
artists bring “Mrs. Higgins” (the 
consumer) into thew creative 
calculations (“Comment” Octo- 
ber 16). 

In all but one of the agencies 
1 have flitted in and out of, the 
aim imposed on the creative men 
has been, imperatively, to please 
the account executive, the agency 
director and the client, Le. to pro- 
duce work that these three will 
like. 

And almost everywhere these 
three form a protective guard 
around “Mrs. Higgins,” to pre- 
vent the copywriter singing her 
his siren songs 

BARRINGTON BREE. 
Manor House, London, N.4. 
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Gremlins or Prince 

. * 
Charlie? 

Here is a strange story from our 
Manchester correspondent : 

Since moving recently to their 
new offices at 93 Market Street 
Manchester — an address known 
locally as Palace Buildings—mem- 
bers of the staff of Howards Press 
Advertising Ltd. have noticed that 
blocks, copy and instructions have 
suddenly begun to disappear from 
cabinets, desks and drawers. The 
removal took the brunt of the 
blame until, a week or so ago, it 
came to light that 93 Market 
Street is the site of the garden of 
Dickinson's House, a _ residence 
where Bonnie Prince Charlie stayed 
in 1745 and from where he exacted 
his ransom of the city when he was 
retreating to Scotland. The house 
became known as the Palace; hence 
the present name of Palace Build- 
ings. 

Howards Press Advertising staff 
are beginning to wonder whether 
there might be some explanation 
other than the normal disturbances 
which a removal brings. 


Low-cost motoring 
challenge 


“We in the British motor industry 
must take up the challenge of Con- 
tinental low cost motoring,” said 
William Hurlock, managing direc- 
tor, A.C. Cars Ltd., at a press 
luncheon on Thursday to introduce 
the new A.C. “Petite,” which will 
be shown at the Motor Cycle Exhi- 
bition next month. 

He referred to the popularity on 
the Continent of motor scooters 
and other inexpensive motor vehicles 
and claimed that the Petite, a three- 
wheeler, which would seat two 
adults plus luggage, and would do 
60-70 miles per gallon, would be 
cheaper for a man going to and 
from work than paying bus fares. 

The luncheon, attended by a num- 
ber of motoring correspondents and 
by Pathé Gazette, was held at The 
Casino, Taggs Island, Hampton 
Court. and was arranged by May- 
fair Advertising Ltd., agents for 
A.C. Cars. 


.. . allied to the West Country 


BristoL LVENING POST 


with more than 130,000 daily circulation 


Head Office: SILVER STREET and BROADWEAD, BRISTOL 
Leadon O@ice: 85 FLEET STREET, E.C.4. 
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daily inch 
per thousand 
space rate 


Daily 
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THIS HAS GOT TO STOP 


OU mustn't go burning money these days! 
Least of all in that most vital of advertising 
point-of-sale Display. Yet, to be frank, in few 

fields is it easier to waste the appropriation. Design un- 

suited to purpose, quality and durability sacrificed to price, 
or unscientific distribution can make Display costly and 
ineffective. With more than 25 years’ experience behind 
us, we are honestly and absolutely sure we can make every 
pennyworth of your Display budget do a better selling job. 

Yet there seem to be people around who think that 
we're expensive. 


media 


Our own view is that not only are we 
competitive but in terms of sales our Display work is 


cheap. We have just had a look at our order book. 

True, there is one Display job that will cost £15,000 when 

it’s finished, but we'll wager our meat ration it will work. 

There are jobs at £3,000, £2,000, £250 and some at just a 

few pounds, 
You can take our word for it that we're just as ready 

to talk pence as pounds. It’s the problem that counts 

and in its solution, be it large or small, gore 

we give £1 for £! Display value in terms 

of getting sales ior your product. And 

what's more we deliver on time! 

ing EUSton 5351? 


Now will you 


Leon Goodman Displays usrep 


HOUSE OF IDEAS 


119-125 WHITFIELD STREET - LONDON - W.1 - EUSTON 5351 
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Birmingham diehards accept 
NO KNOCKING, 


SAYS BPAA 


Following criticism of a poster 
ban at a temperance conference 
in Manchester on Tuesday the 
censorship committee of the 
British Poster Advertising Asso- 
ciation—they were called “dicta- 
toria! blimps”—tmet that evening 
under the chairmanship of Ken- 
neth Edwards (Willing’s). 

Mr. Edwards issued the follow- 
ing statement afterwards 

“There is complete “freedom of 
hoardings’ to any advertiser sell- 
ing his goods, or any association 
Or society propagating its Views 

‘Our members, however, are 
warned of the inadvisability of 
posting bills whose wording can 
be considered as misleading, par- 
ticularly where ‘knocking’ copy 
is employed 

“The poster industry is always 
liable to be criticised—and indeed 
has a legal responsibility for the 
posters it displays, and has every 
right, therefore, to refuse to post 
any bills the display of which 
may not be considered as appro- 
priate for general exhibition, even 
though not broadly offensive.” 

At the temperance conference 
the B.P.A.A. were criticised for 
refusing to allow four out of six 
poster slogans to be displayed. 


Mills & Rockleys 


appointments 

Charles A. Bowack has been 
elected to the board of Mills & 
Rockleys Ltd. He has been in 
charge of the sales department of 
the firm since he returned from 
war service. 

John W. Mills has been ap- 
pointed assistant managing direc- 
tor and H. G. Ellinger financial 
director 

J. C. Naake, who is also a 
director, has been appointed joint 
managing director of the Uni- 
versal Billposting Co., Ltd., the 
wholly owned distributing agency 
of the company. 

D. O'Connell, manager of 
the Bristol area of Mills & 
Rockleys Ltd. has been ap- 
pointed an executive’ director. 


keep fares down’ 


“‘Advertiser’s Weekly” Special 


B!RMINGHAM Corporation Transport Committee has 
decided to permit advertising on buses. 

This was announced after a committee meeting on Tuesday, 
when recent recommendations made by the West Midland 
Area Licensing Authority were considered. 

For many years the committee have refused to permit bus advertis- 
ing. Increased running costs, however, have forced their hand 

When the undertaking made a successful application for a recent 
fare increase the licensing authority recommended that bus adver- 
tising might help the financial position. Since then, wage awards 
which will cost the department £142,000 annually have increased 
the financial worries 

After the meeting, Alderman H. Watton, chairman, told ADver- 
TISER'S WEEKLY that the Transport Committee had agreed in principle 
to a policy of advertising on the department's buses. 

The general manager has been instructed to prepare a report on 
the matter. This will be considered by the committee in due course 
and they will then decide the extent to which advertising should be 
permitted 

It will be considered whether advertising should be permitied on 
the outside of buses, the inside, or both. 


During the meeting the committee adjourned to view privately a 
bus which had advertising on it. Genuine advertisements were 
displayed 


e . s . 
Dispatch’ assistant ad. manager 
Previously in control of the Mr. Mander, who joi 
advertisement department Scor- ciated Newspapers in 1937 as 
tish Daily Mail, Leslie A. Mander — oo ier on the 
" cently verseas au, was pro- 
has returned to London to be-  moted in 1938 to the Manchester 
come assistant advertisement 


office as Sunday Dispat:/ north- 
manager of the Sunday Dispatch. ern representative. 


ed Asso- 


bus ads. ‘to 


NEW AGENCY 


vertising Ltd. has formed 
his own agency, Froud and 
Partners Lid., in association 
with J. F. Skeldon and Miss 
R. A. B. Mackenzie. 
Accounts for the new 
agency include arringtons 
(London) Ltd. (baby squares), 
Laporte Chemicals Ltd. (asso- 


Government ads. 


to be pruned 


Mr. R. A. Butler, Chancellor 
of the Exchequer, stated in Par- 
liament on Tuesday that the 
Treasury had issued in August 
a circular to all Government 
departments on the length of 
Government advertisements. He 
hoped economies would result 

Asked if he could say whether 
in each department one officer 
was made responsible so far as 
possible for seeing that adver- 
tisements were as short and cheap 
as possible, Mr. Butler replied 
“I cannot interfere with the 
domestic habits of different de- 
partments. So far as I am con- 
cerned the more economy in ad- 
vertisements and other matters 
the better.” 
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Warning against lowering of standards 


SKILL AND CRAFT ARE NEEDED TO 
WIN OVERSEAS MARKETS 


ARNING to all men and women engaged in advertising to 
resist any temptation to lower their standards in the face 
of current increased competition was given by L. E. Room, 
director general of the Advertising Association, at the Publicity 


Club of Glasgow on Friday. 


They had to get « firmly into 
their minds that the conditions 
to which they had become used 
during the past 12 years had com 
pletely changed. he said For 
some, they had changed as carly 
as 1948) Now a seller's market 
prevailed 

They had been used to a period 
of short supply when anything 
went, price restrictions, rationing 
and an iniquitous purchase tax 
which disrupted the market and 
disrupted production 

Those restrictions had gone 
now and they were faced with 
serious COMpetition, not only at 
home but competition from 
ibroad, such as they had not ex 
perienced perhaps for 15S years 


certainly not since 1939 

the market had changed 
There had been a tremendous 
change in purchasing power and 
what had previously been con 


dered the less unportant market 
was now the most important and 
h mass market. The customer 


vad come again into his own 

Ihe task for advertising was 
cve more challenging than to 
lay when their very existence 
was being challenged by polit 


ins and in certain academic and 


1 circies 

‘Keep out the frauds’ 
Never before, said Mr, Room 
) 


yeen sO necessary for those 


gaged in advertising to be as 
thoent as possible It was now 
use applying the old mechan 
i rimuia 1a Mechanical Way 
They must use all their ingenuity 
ind see to it that money entrusted 
» them promote markets and 
sel] goods was spent in the 
nost efficient way Skill and 
craft must be apphed in the dith 
au isk OF WANKING Overseas Mal 


poitica yall is 1 if 
tising indus 


' 
seriously challenged 


lt was up » membe 
publhenty clubs to unta 
high standards and 
the local authorities in 
cities CER TIISE the ‘ 
epresentative body of ad 
ing 


‘See COMMENT, page 198) 


More ads. to 

make more work 

the Government of Northern 
Ireland has increased its grant to 
the Irish Linen Guild for linen 
dustry publicity from £40,000 
, £60,000 a year 

Presenting a supplementary 
estimate in the Northern Ireland 
House of Commons the Minister 
of Commerce (Mr. W. V 
Met leery) said In the present 
dithcult circumstances of the 
ide it ts considered reasonable 
vat the Government should give 
encouragement to an extended 
publicity campaign covering as 
wide a field as possible To-day 
demand from any source is 
urgently needed to reduce unem 
ployment in the industry. and 
unlike the position in earlier 
years, it 8 now considered that 
there 1s ample capacity to meet 
ill possible demands without 
lessening the capacity of the in 
dustry to export to the vital 
dollar markets.” 


' 


Opening door 
to samples and 
ad. material 


Commercial samples and much 
advertising material will enter 
many countries free of restric- 
tions, if recommendations now 
being considered by the contrac- 
ting parties to GATT (General 
Agreement on Tariffs and Trade) 
are adopted. 

The recommendations orgin 
ited with the International Cham 

of Commerce, whose sugges 

s for the simplification of 

ide formalities have been con 

lered by a working party 
specially set up by GATT 

Other LC.C, recommendations 
deal with documentary require 

its and consular facilities 
iation of goods for customs 
«ses, sanctity of contracts 
{ formalities connected with 
quantitative restrictions 

the present (seventh) session of 
(, ATT at Geneva ts due to end 

vuut the middle of November 
I! the recommendations are 
idopted, it is expected that the 
contracting nations, or = those 
which are in favour, will pass 
ippropriate legislation 


A la carte 
The eleventh bulletin in the series 
ved by Wall's Catering Informa 
Service emphasises “‘the n 
ince of featuring ice cream on 
1s of all types.’ 


' 


‘Black hole of Calcutta’ 


—or Trafalgar Square 


November 14 is the deadline for 
the lodging of appeals against 
Westminster City Council's ban 
on many of the 
Square advertisements. Al- 
though, according to a Mini- 
stry of Housing and Local 
Government official, no appeals 
have yet been received, a num- 
ber are on the way. 

H. H. Matllatratt, secretary, Out- 
door Advertising Industry Ad- 
visory Committee, states that 
the Committee has advised all 
advertisers affected by the ban 
to lodge appeals, which will 
have the full support of the 
outdoor advertising industry. 

A Westminster City 
spokesman claims that the 
Council has received a number 
of letters approving its deci- 
sion, both from societies and 
individuals, but has not re- 
ceived a single letter of protest, 

The matter is not on the agenda 
for the next mecting of the 
Council's town planning com- 
mittee as this is fixed for Oct- 
ober 29, a fortnight before the 
“deadline” date; but it may 
come up for discussion at the 
subsequent meeting. 

A leading article in Tuesday's 
“Daily Telegraph” stated: “It 
was argued by the town plan- 
ning committee that the adver- 
tisements were out of harmony 
with the character of the 
Square. Yet who can honestly 


say what this character is? If 
Trafalgar Square was ever in- 
tended to have the dignity of 
a national monument, that in- 
tention was scotched by the 
erection on its southern side of 
a tasteless jumble of architec- 
tural monstrosities, To pretend 

as the committee pretended— 
that buildings of such ugliness 
are defiled by advertisements, 
is little short of absurd.” 

Sir Harold Webbe, Conservative 
M.P. for the Cities of London 
and Westminster, told his local 
Conservative Association that 
Trafalgar Square at night with- 
out the advertisement signs was 
“a little like the Black Hole of 
Calcutta.” 

The city council had no mandate 
to ban the advertisements. If 
the people of London did not 
like these signs they would find 
a way of showing it, but he 
had not heard anyone ask for 
their removal except for “a 
few of the artistic fraternity.” 

He added: “I think Trafalgar 
Square is magnificent and I 
have looked at it as often as 
some of these long-haired 
gentlemen pretend to have 
done. The fact that there are 
signs which I can see if 1 turn 
round does not upset me. If 
anyone can tell me that the 
Square loses its dignity by 
being reminded that ordinary 
people still live in this city I 
do not believe him.” 


WEEKEND PAPER WAR ANALYSED 


“Weekend 


Under the head 
Newspaper Wa Investors 
Chronicle has exa -d the finan 
cial implications of the rivalry 
between the Wees Overseas 
Mail and Reveille 

The Weekly M neursion 
nto the field that Reveille had 
made its Own is dently to be 


resisted Strongly it Says 

Re lle has a » lose, just 
as the Weekly M is a lot to 
gain.” 

After recalling R le's phen 
mena rise i post-war 
pegeed™ circulat of 80,000 
copies weekly ¢ lore than 
3,000,000 in ear and from 
a debit balanc £11,804 in 
October 1946 1 profit of 
£56,831 in 198]-2 article con 
tinues 

If the wa 10W prospect 
were merely t off the 
Revel New dividend 
neithe ut the companies 
would suffer ve ch, for the 
Mirror earned i809 861 net m 
he vear I 29 last and 
the Pict < L319, 191 net 


Reveille, was er, already 


finding it harder to earn profits 
and it is doubtless now contem 
plating the possible extent of the 
losses it may have to incur to 
hold its own 

“The cost of four extra pages 
of newsprint, plus additional 
printing and editorial charges. 
will be a formidable burden to 
carry for long. It may, of course, 
be offset in part by extra receipts 
from advertising, but the latter 
day difficulty of earning profits 
does not suggest there is any royal 
road to salvation there.” 

Investors’ Chronicle goes on to 
suggest that it is now up to the 
Weekly Mail to decide whether it 
is better strategy to cut its price 
to 2d.. thereby accepting presum- 
ably a weekly loss, or to wear 
down Reveille by allowing that 
paper alone to go on offering for 
twopence more than twopence 
worth 


‘Baby Book’ 
The Baby Book published by 
Newbourne Publications Lt 
expectant and nursing mothers, now 
has an annua circulation of 
110,000 
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Merchant tailors will tackle 
‘increase in misleading ads.’ 


eae 


Record Silver Jubilee ‘Number 


Queen Mother’s portrait was 


inted for ‘Woman’s Journal’ 


y hw Silver Jubilee number of Woman's Journal, published 
to-day (Thursday) is being described as “a record issue in 


every sense of the word”. 


Its 166 pages include 82) pages of 


advertisements, of which 12 are in full colour. 


A. W. Burnett, advertisement 
director of the Amalgamated 
Press, is sending 2,000 advertisers 
and advertising agents personal 
copies of the issue, tastefully 
packed in a silver and blue box. 

The Silver 
Jubilee num- 
ber is record 
value for 
a d v ertisers 
because the 
usual rates 
have applied, 
although jt 1s 
con fidently 
expected 
sales will 
show a con- 
siderable in- 
crease 

Womans 
Journal has 
m a intained 
the same policy ever since it first 
appeared in November 1927. That 
policy has been to produce a 
quality magazine for women, 
making use of the best in print- 
ing craft and literary skill 

The Silver Jubilee number con- 
tains a full-colour portrait of Her 
Majesty Queen Elizabeth, the 
Queen Mother, who graciously 
consented to her portrait being 
painted especially for the 25th 
Birthday Number of Woman's 
Journal and sat to the famous 
painter. Maurice Codner 

This portrait is also reproduced 
as the cover design which is 
historically fitting because, as the 
Duchess of York, the Queen 
Mother's portrait appeared On the 
cover of the first number 25 


A. W. Burnett 


years ago 

Many of Woman's Journal's 
classic front cover plates have 
been reproduced from originals 


which have been hung in the 
Royal Academy, and they have 
long provided one of the most 
outstanding examples of bookstall 
display. 

Woman's Journal celebrates 
its Silver Jubilee with some very 
notable features. “A Little Boy 
Called Charles, by Geoffrey 
Bocea, is an appropriate exclusive 
about Prince Charles “The 
Glitter and the Gold,” by 
Consuelo Vanderbilt Balsan, the 
American heiress who became 
Consuelo, ninth Duchess of Marl- 
borough, is illustrated with two 
full colour plates and other illus- 
trations. In addition there are 
all the familiar features by ex- 
perts on beauty and cookery, 
together with an offset litho 
colour fashion section. 


WOMANS JOURNAL 


portray 
for the 
issue. 


was 


This 
d Silver 


painted 


speciglly 
Jubilee 


Display man gaoled for 7 years 


A P.O.A.C. display superinten- 
dent, James Ronald Tyas, was sen- 
tenced to seven years’ imprisonment 
at the Old Bailey on Friday 

It was stated that he 
sible for defalcations amounting to 
£16,514 in about 18 months. He 
pleaded guilty to obtaining £1,750 
£1,035. £684 and £3,375 from 
B.O.A ¢ by means of forged 
instruments 

Tyas and Reginald Winfred John 
Oldrey, 38. of Gospatrick Road, 
Wood Green, also pleaded guilty 
to causing B.O.A.C. to pay Oldrey 
£1,050 and £978 by similar means 

Oldrey was prison for 
three 

Mr. R. E. Seaton 


was respon- 


sent to 
years 


(prosecuting) 


said that Tyas wanted 14 and 
Oldrey four offences taken into con- 
sideration 
yass jon 
for displays 
He had invoices printed in the 
name of Kelvin E. Cutts, described 
as commercial designers and display 
contractors. This was a fictitious 
firm and w really Tyas There 
were accommodation addresses in 
Bond Street 
On behalf of the 
gave orders which 
neve fulfilled 
arrived he pa 


was to place orders 


B.O.A.C. Tyas 
of course, were 
and when invoices 
sed them for payment 
Cheques were paid to Kelvin E. 
Cutts and Tyas drew the money 

The same system was adopted in 
Oldrey’s case 


STORIES OF 
‘CONSTANT 
COMPLAINTS’ 


A resolution calling on their 
national council to wlate a 
method of insisting nthe 
observance of recognised business 
ethics in view of the alarming 
increase in the number of mis- 
leading advertisements’ was 
passed by the Nationa! Federa- 
tion of Merchant Tailors at their 
annual conference 

Lionelle Wolfe, of Harrogate, 
Suggested an approach to the 
Newspaper Proprictors’ Associa- 
tion with the idea of getting a 
kind of sample-inspection by 
them of goods being advertised in 
the columns of members’ 
journals. 

The Federation's genera! secre- 
tary, Theo. Hewitt, said he was 
constantly receiving letters from 
members quoting specific in- 
stances of what appeared to be 
misleading or harmful statements 
in advertisements. In cach case 
he wrote to the firm responsible 
Sometimes corrective action 
resulted 

A leading article in Men's 
Wear states: “Main complaint 
is about advertisements in local 
Ey 


Poster contest 


Entry forms have heen sent 
to 1800 applicants since the 
British and London Poster 
Advertising Association an- 
nounced their * poster design 
competition three wecks ago 

Applications hav: come 
from all over the UK 
250 letters have been : 
from the continent—hi 
France, Germany, H 
Norway, Spain and S$ 
land 

In addition to posta 
cations, at least 20 
day have been callir 
B.P.A.A. offices in 
Square. 


Russell 


newspapers, in which retailers 
make apparently fals 
biguous statements ca 
would seem, to mislead 
gullible members of 
into believing that t 
offered are of a higher q 
are better than in fa 

“Not all the advertis 
which exception is tak 
be challenged in a c 
though they are non 
misleading 

“Reputable newspay 
precautions to safegua 
readers against ambigu 
and many proposed 
ments are rejected on 


200ds 
ality Or 


any case, publishers c 


be held responsible fo 
ments which cannot 
because of the abser 
trade definitions.” 


ADVERTISER'S WEEKLY 


Dolls which 
shrink 


An investigation by the 
Retail Trading - Standards 
Association into mail order 
advertisements offering dolls 


This is stated in a warning 
circulated to the trade. 

The Association says it will 
check up on all advertisements 
appearing in the national 
press and institute proceedings 
against any firm which adver- 
tises doll measurements which 


trade the logical view that a 
doll is measured in exactly 
the same way as a human 


$ during manufacture of dolls 
gbut would regard any devia- 
tion of more than half-an-inch 
from the advertised size as 
— a false trade descrip- 


ENCOURAGING 
VILLAGE PRIDE 


The Leicester Advertiser is offer 
ing two silver cups and prizes in 
the region of £200 for a Leicester 
shire village competition which aims 
at encouraging pride in one’s loca- 
lity 

The competition is in two sections 

one for the loveliest village, and 
the other for the best-kept village 

Basil Gimson, well known locally 
for his success in arranging village 
pageants, has been appointed 
organiser of the competition, and 
Lord Hungarton will head a panel 
of judges 


* J 
Securing the right 
. . 

distortion 
The poster for the Model Engineer 
Exhibition, now being held in 
London, designed by Fran 
Sutton, presented some interesting 
technical problems It is the first 
nationally displayed poster by Mr 
Sutton since his series of typo- 
graphical designs for London 

Transport before the war 
In this poster, of which simpli 
city is the keynote, great care was 
taken to obtain the correct appear- 
ance of looking through a magnify 
ing glass, and the photographer 
Bernard §Allfier made a special 
photograph gfving the correct 
distortion which would be shown 

through a magnifying lens 


‘New Yorker’ joins 


Ad. Assn. 


The New Yorker magazine has 
joined the Advertising Association 
as an overseas member 

Other new members are: 
tisers, J. A. Davis & Co 
M. Lane & Co., Lid.: advertising 
agents, George Cuming Lid. (re- 
joined), Mark Fawdry Ltd.; provin- 
cial newspapers, A. Quick & Co.. 
Lid. (East Essex Gazette), Southern 
Newspapers Ltd., the Herts Adver- 
tiser. 


Adver- 
Lid., G. & 
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ADVERTISER'S WEEKLY 


Bristol 


Vice-president tells of his 
American experiences 


Publicity men in this country would be well advised to prepare 
for the days of fully competitive selling, F. E, Tucker, a vice-presi- 
dent, told Bristol and West Publicity Club, im a talk on his recent 


visit to the U.S.A. 


Mr. Tucker said the American 
market was operating under fu 
competitive selling; there appeared 


to be unrivalled prosperity, high 
level wages and a high standard of 
ving. Consumer goods were plent 
ful 

He thought Britain had gained a 
great deal as a result of the shor 
age of newsprint. It had given very 
good caperience in selling copy 

American advertising expendilure 
had been increasing year by year 
Despite the terriftu 
radio and TV advertising, the pre 
had not suffered as might have been 
expected Advertisers 
their appropriation 

While copy and layout conformed 
somewhat to the British pattern, the 
stress was on good illustrations of 
the product m us Particular 
mphasis was lad on th n us 
illustration. The formula appeared 
to be 1, an exciting headline; 2 
illustration; 3, lm 
ing quality, 4. 1f possibl 
Hustration, American ar 
high standard 


Controversy killed 
Research into advertising 


had killed the old controversy, left 
rgebt-hand page’ 


s involved 


had increased 


human 
work w 
of a very 


press 


Poster advertising had a high 
indurd in the U.S. The bills were 
sutifully designed and printed 
In nost cases the sites were 
head on ind floodlit at night 
Ai the same time, coverage in New 
York and other large cities was 
mpossible, The outdoor advertising 
formula was: 1, name of product 
’ flash glance 2, “human 


on, particularly to show pro 
duct in us 
The same 


ply o the 


Hhustra 


seemed to 
design for transporta 
m adverlising, on buses, trains 
In this field research 


formula 


nd subways 


was continuous 


In the radio and TV fields ex 
penditure on advertising was terrific 
One tyre company, said Mr. Tucker 
spent a quarter milhon dollars in 


months on 
On sound radio, the most suc 
cessful were those where the sponsor 


twely 


hioked with a news sporting or 
variely programme Television was 
considered by many advertising ex 
perts to be the number one adver 
tising medium One of the’ most 
nieresting programmes was tor 
boys and girls with pets dome, 
tricks Bicycles were given as 
prizes 
High TV costs 

TV advertising costs were very 
high, said Mr. Tucker This was 
duc to artistes fees roval 
scenery, and the number of cameras 
used Colour television had been 
perfected, said Mr. Tucker It had 
been withheld because of contro 
versy regarding patent rights In 
his view colour television would | 


understood 


idapted 


broadcast very soon 
that existing sets could be 
for ten to fifteen dollars 

Mr. Tucker said there was 
doubt that sponsored TV wo 
be adopted in this country Ry 
he warned. “unless you can part 
in really good shows, heey 


rat 
pate 


Club News 


Manchester 
ry 
preading the load 
The Council of the Manchester 
Pubhetty Association has decided to 
cate sectional activilics to mem 


. 


of the Council Education 

\ R. Fasham; public speaking 
David . Wicks; press and pub 
vy. D. Buckland-Smith news 
digest, John Newton and Ashiey 
Taylor exhibition, W. FE Hil! 


membership, Hugh Holker; deve 
lopment N. Jones and Derek J 
Rox 

A sub-committee, comprising the 
harman, E. A. Paessler, secretary 
O. Dearden, John Cockcroft, R 
Highland Longdon, with power to 
co-opt, will be responsible for the 
ladies’ evening which is to be held 
at the Midland Hotel on February 
Ww. 

A Christmas lunch will be held at 
the Café Royal on Wednesday 
December 17 There will be a 
visit to Belle Vue Circus on Friday 
evening, December 19 

Membership has reached 271, of 
whom 22 per cent are advertising 
agemts and 31 per cent newspaper 
and publishers’ representatives. 


( lasgow 
Seeking a new 
secretary 


James T. Jack, director, Watson 
Brown (Advertising) Ltd., Glasgow 
who has been hon. secretary of the 
Publicity Club of Glasgow for th 
past three years, has intimated his 
resignation from this post Mem 
bers will appoimt a successor at an 
xtraordinary general meeting to be 
held in the Grosvenor Restauran 


» March 31 
Women’s Club 


Design for selling 


Mrs. Mollie Coglan, the new 
ident of the Women’s Adverts 
12 Club of London, presided over 
her first dinner of the season at 
Trocadero when Hardy Amuics 
well-known dress designer, spoke 
fashion and its progress sinc 
he war, under the provocative ttl 
Dressing and Undressing.” The 
cess of a design was its 
pacity, he said 


HW olverham pton 


s . 
Entertainment and 
, 
the ‘plug 
Peter Wilson, head of the radio 
lepartment of the J. Walter Thom 
» Co. Ltd., addressing Wolver- 
mpton Publicity Club on spon 
red radio, said it was necessary 
the success of such a medium 
» make the commercial part of the 
wogramme as interesting as the 
vierlainment. Any sponsored pro 
gramme which did not achieve this 
vas doomed to failure 


fe 


fhout 120 gue 


Powolnys Restauran 


are club chairman, ( 
Williamson and M Williamson 
1.S.M.A Atack and Mrs. Atack 


SAille 


Liver pool 
Repetition on the 


air 
G. Clement Cave, general man- 
szer of Radio Luxcmbourg Adver- 
tising Lid., addressing Liverpool & 
District Publicity Association, sum- 
med up a good nmercial pro- 


gramme as one wh idea followed 
idea and was bound together with 
reiteration and repetition 

“Commercials should be so con 
structed that the listener can follow 
and agr hought after 
another. As a pay-off the final sug- 
gestion for action should be given 
several times he said 


Berks and Bucks 
Sponsored TV 


The Berks and Bucks Publicity 
Club opened the season at the White 
Hart Hotel, Reading, with a dis- 
cussion on the motion: “Sponsored 


rV will benefit the community. 
Dan Dailey argued that adver- 
tuwsers’ money would provide better 


programmes and a higher standard 
of entertainment 

Eric Hubble led for the opposi- 
tion and painted a heart-rending 
picture of disrupted family life once 
sponsored TV invaded the unhappy 


home 
The motion was heavily defeated. 


Southam pton 
Road haulage ads. 


G. E. Orton, public relations 
officer to the Road Haulage Execu- 
tive, told Southamp Publicity Club 
that the Executiv st use of ad- 
vertising was fro vy to Decem- 


ber 1949--when 1 idvertisement 
columns of a nun of provincial 
evening newspap were use 
“almost as bulletir ds.” In 1950 
i was considered ssary to em- 
bark on a scheme ational press 


advertuusing 
kind of service the | 


Bradford 
Bradford 


a] . 
Consular -ervice 
Walter W. H ann, United 
States consul in Br. ford, address- 
ing Bradford Put Association 
painted a vivid ture of the 
numerous and duties of a 


“professional 


known the 
itive offered. 


ended the Publicity Club of Leeds Ladies 
Leeds, on Friday. 


Night at 
Pictured here from left to right 


Roderick Gallant and Mrs. Gallant, president, Rober 
and 
Each lady received a gift of a Pyrex 
Henry J. Sutcliffe was toastmaster and M.C. 


chairman of Leeds branch of 


How advertising 
helps farmers 


For the first time since the spring 
of 1939, the Newcastle Journal on 
Saturday contained a 1|2-page agri- 
cultural supplement 

A front-page supplement leader 
stated: “We hope to serve the ad 
vertisers because good advertising 
is a fine way to offer the farmers 
the results of scientific and technical 
research, so that from land, crop 
and beast he may get the best 
results that science and nature can 
achieve ™ 

The success of the venture, both 
from an advertising and sales point 
of view, has persuaded the New- 
castle Journal to produce a spring 
agricultural supplement next year 


Special edition for 


sales conference 
Copies of a 


specially prepared 
edition of the Westminster and 
Pimlico News were issued to the 
thousand guests attending the din- 
ner and dance given by Procea 
Products Ltd., at Grosvenor House 


Contents included various phases 
of the company’s seventh annual 
sales conference held carlier that 


afternoon and the stop press column 
carried details of that afternoon's 
national award winner for produc- 
ing the best Procea loaf 

Specially produced editorial con- 
tents were supplied by Procea Pro- 
ducts Ltd., and the production side 
was handled by T. F. Bishop, ad- 
vertisement manager of the London 
Counties Newspaper Group, owners 
of the Westminster and Pimlico 
News. 


Blackpool Lights 


Information about Blackpool's 
illuminations, of which many illus- 
trations are given, is included in the 
Blackrool Illumination Souvenir 
(first issue, new series). 


Published by L. Ash Lyons, of 


Blackpool. the Souvenir is a ten 
page publication, size 144 in. x 
10 in., price 


3, 

It also includes details of two com 
petitions, one for photographs taken 
by adults, the other of descriptions 
written by children, and a number 
of advertisements, including one for 
the News Chronicle 
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Selling clothes by ‘combined 


Furniture ads: 
public protests 
are studied 


As a result of letters received 
from members of the public in 
the Manchester area, action has 
been taken by the National Asso- 
ciation of Retail Furnishers to 
curb misleading advertising and 
other unsatisfactory publicity in 
the furniture trade. 

This has been revealed to 
ADVERTISER'S WEEKLY by Henry 
J. Sutcliffe. of Leeds, chairman 
of the Association's advertising 
committee 

While the firms guilty of such 
publicity represented, he said: a 
very small minority, their publi- 
city was enough to cause dis- 
satisfaction which, if allowed to 
grow, might gravely reflect on the 
whole trade. 

He appealed for yet closer co- 
operation from the Newspaper 
Society, the ‘Newspaper Pro- 
prietors’ Association, and news- 
paper advertisement managers 
throughout the country to oppose 
the menace 

In the meantime, he revealed, 
steps were being taken to place 
the facts before the Advertising 
Association. 


New owners for 
weekly series 


A change of ownership is an- 
nounced by the North London 
Observer series and its associated 
company, the W. F. Clifford 
Printing Co., Ltd. The companies 
are now controlled by Harrison 
Dent, who was previously asso- 
ciated with the cinema industry, 
and Neville Sandelson, a barrister 
and a former Labour candidate 
for Ashford, Kent. 

Mr Dent is managing director 
and advertisement director. 

A leading article this week 
stated: “It is the intention of the 
new directors to ensure the rapid 
expansion of the Observer 
series and to establish them as 
the pre-eminent local papers of 
North London. Our regular 
readers and advertisers have al- 
ready noted with satisfaction 
that the weekly edition has in- 
creased in size to 14 pages. It 
is our intention, subject to the 
paper allowance, to make the 
papers even bigger. .. .” 

“We shall offer advertisers, 
whether individuals or firms, the 
best service. Our increasing cir- 
culation is their guarantee of 
value for money.” 


‘LIMELIGHT’ PROGRAMME 
The %6-page souvenir programme 
for last week's world premiére of 
Charlie Chaplin's film “Limelight” 
was produced by King & Jarrett Ltd 
whole job was completed in 15 
days. including securing the neces- 
sary advertising support-—some 
eleven pages. The proceeds were in 
aid of the Royal London Society 
for the Blind. 


FASHION NEWS 
HAS PROMOTION 
POTENTIAL 


He pleaded for a “combined 
operation approach that would 
seize on every such article as soon 
as it appeared in print, and would 
ensure that there were good dis- 
plays of the appropriate merchan- 
dise in the stores, while reader 
interest was at its highest.” 

Mr. Pryer paid tribute to The 
Star's fashion writer, Veronica 
Papworth, who, he said, had the 
flair for not merely reporting high 
fashion but turning it into some- 


} 
thing the average woman reader 


could do for herself. 

Mrs. Virginia Champion, of 
Vogue, described how thai journal 
informed leading firms, months 
ahead. of colours it intended to 
publicise, so that the trade could 
arrange its promotions in time. 

A recent example was the 
promotion of sherry colours 
when 200 firms were advised 
some six weeks in advance of 
the date when the sherry edi- 

torial would appear. As a 

result, most stores staged 

sherry window displays. 


Sponsored TV 
‘in good taste’ 


The excesses of taste that have 
marred American television will 
not be present in British spon- 
sored television, aceording to a 
brochure issued by the Sponsored 
Productions Division, Press and 
Genera! Publicity Service Ltd. 

States the brochure: 

“British sponsored television 
will be attuned to the British way 
of life and thought. It will per- 
force begin modestly, but as 
transmitting or relaying stations 
are set up, so viewership will be- 
come formidable. Comparisons 
between sponsored TV and other 
advertising media are not con- 
clusive, for their appeal is 
diverse. In the case of sponsored 
TV it is infinitely more direct 
and personal, and programmes 
designed with this in mind will 
be more effective.” 

The possibility that the first 
sponsored TV transmissions in 
Great Britain would be in colour 
is also envisaged. 


Death of W. Cassidy 


The death is announced of 
William Cassidy, former adver- 
tisement manager of the Belfast 


Telegraph. He retired in 1951 
after 70 years’ service with the 
firm 
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I O-poge ‘Express’ : 
talks friendly 
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Discussions bet» n the? 
“Daily Express” =m ement: 
and the Paper Work nion? 

sare taking place foi ¢ thes 
: unofiiaial action of house ? 
: members of the Ln which ¢ 
: delayed the producti { the: 
: 3 Paper last week. ~ : 
‘The negotiations aking: 

: $ stase in a friendly at here,’ 3 
: : said T. Blackburn, g¢« -$ 
t ager, Express Newspus Lid.? 
: The trouble aros m a: 
:demand, one hour be} print- = 

: ing- time, for 38 extra men to? 
thandle the work in d ‘in’ 
: producing a_ ten-pag issue, + 
: while retaining overtime pay- 
= ments, $ 


4 
: Yesterday's (Wednesday's); 
tissue was also a ten-pave one. : 
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Cars as prizes 


Both the Daily Express and 
Daily Mail are offering a new car 
as the first prize in competitions 
they are promoting for the Motor 
Show. 

The Daily Express are offering 
a Humber Super Snipe (value 
£1.627) with a two-seater MG 
Midget (£825) as second prize. 
Competitors are asked what fea- 
tures it Would be wisest to in- 
clude in a car designed to have 
the greatest possible appeal for 


line, roadworthiness and value. 

Each day during the Motor 
Show a coupon is being published 
showing three styles of various 


features of the proposed car 


The winner of the Daily Mail 
competition will be ab select 
any car—there are about fifty 
costing up to £1,250 including 
tax. The competition is on simi- 
lar lines to that of the Lcpress, 
the competitors having 'o express 
their opinions on different car 


design features. 

Sir Miles Thomas :s one of 
the judges in the Daily Mui! com- 
petition. 


Glasgow exhibition 
record attendance 


The Glasgow Corpo spon- 
sored Modern Homes F\h:bition in 
the Kelvin Hall has, in first eight 
days, drawn a record at nee of 
more than 200,000. It is fidently 
expected that last years ‘sure—an 
all-time record—will | ‘ken in 
the three weeks’ run. 

The standard of disp s been 


acknowledged as showins a 
stantial improvement. 


sub- 


operation’ 


New models at. 
Motor Show 


On the opening day of the 
Motor Show, yesterday .Wednes- 
day), the heads of all car manu- 
facturing firms and of many 
ancillary concerns received 
copies, bearing their initials, of a 
book containing _ illustrations, 
descriptions and specifications of 
all new models in the Show. 

Much of this information was 
only released to the press on the 
same day. 

The book, British Motor Cars 
on Parade, 1952-1953, has also, 
in its 172 pages, articles by 
prominent figures in the car in- 
dustry. Produced by D. Courtney 
Embley in association with Pub- 
licity and Editorial Services Ltd., 
it is edited by John Speed, editor 
of Coaching Journal, and pub- 
lished at 12s. 6d. by G. T. Foulis 
& Co. Ltd. Thirteen advertisers 
have taken space. Print order is 
25,000. 

An introductory letter is con- 
tributed by the president of the 
Society of Motor Manufacturers 
and Traders. 


Anglo-U.S. sales 
conference record 


A record number of applica- 
tions have been received by the 
Incorporated Sales Managers’ 
Association for their joint con- 
ference with American sales 
executives next Tuesday 

In the conference room at 
Victoria Halls, Bloomsbury 
Square, there is seating accommo- 
dation for 450, but 600 tickets 
could easily have been sold, re- 
veals D. R. Griffiths, LS.M.A. 
director. 

Purpose of the conference is to 
provide an objective study 
differences in British and Ameri- 
can sales management techniques 
and practice. 


Telling Canada about 
the B.LF. 


Story of the 32nd British Indus- 
tries Fair will be told to executives 
and their families across Canada by 
The Financial Post, Toronto, in 4 
special feature report to appear 
February 14, 1953. 

Representing The Financial Post 
in an advertising capacity, Roy 
Jenkins of Toronto will visit British 
firms in London and Birmingham in 
connection with this feature. 


WHAT WOMEN SPEND ON SMOKING 


Spending of £78 million « year 
on smoking by readers of 4 oman, 


the world’s largest selling vazine 
in its field, is disclosed in arket 
survey undertaken by Odh Press 
Ltd. 

The survey indicates the seven 
million women have paid + oul- 
side their homes, and shows ‘hat 29 


per cent of Woman reade’s are in 


this category, while half hem do 
not work. 
The survey was be d 3,600 


interviews and covered three-tenths 
of the total female population of 
Britain. It established that nearly 
three out of 10 read Woman every 
week. 

Of the total sum spent on smok- 
ing by Woman readers, £53,400,000 
goes on themselves, and £25,300,000 
is spent on smokes for their bus 
bands, families and friends. The 
average daily number of cigarettes 
smoked is seven, 
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EWS ABOUT PEOP 


Miss May Jackson retires after 
37 years in advertising 


Ocroper 23, 1952 
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\ markabl n adv 
ng has con with tb Owes Rowley, genera! manage: 
trement of Miss May G. Jackson, { the Evening Standard, has ap- 
of A. H. Grant & Co., Lid., of d John R. Robertson as an 
Reading mt manager, jointly with J. G 
tt firm of G vhan “ Lowman. Mr. Robertson who w 
, d throughou on of BE. J. Robertson, chai 
fe. had been founded { the Express Newspapers, has 
\ HW. Granthan sociated with the Fvening 
pion wh ndard for more than five years 
h pre During the past two years he has This three-dimen , lisplay piece will form part of The North British 
1915 Miss Jacksor d a8 personal assistant to Mr Rubber Ce u 1S3 campaign—a new line of casual footwear which 
ne f } ‘ Rowley ” exhibited f ¢ first time at next month's Shoe and Leather Fair 
y his chief j — * * Here pictured are Vet) A. D. MaeDiarmid, general sales manager, North 
nan I h da was R. H. Tongue has been appointed British Rubber: R. 8. Freeman, The Robert Freeman Co., North British 
unusual for a | from a pa 7 director of James M. Greenwood Rubber advertising agent; and T. W. W. Davie, the company’s advertising 
a, family to go busi | Adve rising and publicity manager. 
' shown inythin new fangled I ciliata 


idvert y r~ Mr. Tongu Copeman, Fastern Daily Sant 
When Mr. Grantham died in 194 aa he Te oh heen ae Midlands branch — 


ne was i it son and company in Mail, Cardiff ft. K. Gardiner, 
daughte t 0 M Jackson 1939 as an Shetheld Telegraph of I. A. M. A. 
hat th t f he agency account ex Evening newspape c. F. Carr, At a meeting of the Incorpo- 
“ ended, in J of that yea ‘> @' ke and ge ws Ec me Sou nomngeon rated Advertl sing Managers’ 
7 ty ig ~ arter War scr ie issitt erpool Even- = Association held at the Imperial 
Under h wd leadership, the vice, most of ing Express B. D. Whiteaker ' 1 £ io 5 
Mi ms . ; aie ia ~ gti Poccses'A teu, Webveiaman : Hotel, Birmingham, last week, ut 
but grew ' spent in Weekly newspapers R E was decided to form a Midlands 
M Jack d d of h y India re Wilson, Stockport Livertiser: A.W, ranch of the Association 
1 holdin firm during turned to the Janes, Bedfor Times, Bedford The following officers were 
19 dA.HG ham & Ce agency in LL. Crisp, ex Advertiser elected: Chairman, E. Luscott- 
; ¥ formed d con 1946 Por  Uxbrdg Evans (Tube Investments Ltd.); 
= pany, with M Jackson taking to 1939 he The guest speak it luncheon committee, J. H. White (Bendix 
mes place on the board . pec - was general was Mig Sw - ee ge Home Appliances), A. E. Upton 
Lang ‘ ° assistant io of the uchy of caster an ri m Gerrard & Co. Ltd.) 
Siechemum tue nd venaniie tt ‘ = soils (Cuxson Gerrard 4 ‘ 4 
. gag Ay . y Rn pe, managing director of Camar Minister of Ma 1 C. F. Price (Harrison (Birming- 
been with Gran Ady ng). as * * * . ham) Ltd.); hon. secretary and 
d nd manager, sa % S.A nein wasn Queen’s message to treasurer, A 7 E. Yate (Enfield 
Grant! of ding emicring a ind Incorporated Society of British ye! ©. Ltd,). 
new era Advertisers representative, Esso Charles Cullen A full rogramme for the 
f prog 
PF * : 2 € * Petroleum Co. Ltd., has been co Hieh en a a tenet -- P . ~~ 1952/53 Winter Session will be 
. P. Traini, for 25 years finan pts on to £38.8A.' necut igh-spot of a banque € 
il advertisement representative of 4 =H. A enecetiy on Saturday at r Rembrandt promulgated very shortly 
he bvening - * * Hotel to mark the mpletion of 


core hard - John E. Morgan has been ap Charles Cullen's 6 ars’ service New design group 


with the firm of Frank Turner, 


S) years im Poimted advertisement manager of exhibition builders, of which he is Formed to give complete crea- 
newspaper ad " tre — ae a oc of now managing d ’ was the tive service (0 agencies of all 
vertising _ ay ag ee > nen Is reading of a let from Bucking sizes js the David Preston Design 
Since coming 1g published on November 20 ham Palace signed by Her Group, which comprises six de 
to Fle « * * * Majesty's | pr ary, which signers and nine illustrators. 
i Street n lord Burnham (managing direc said “I sho wuld hk u to let Mr Managing director is R. D. 
190K) M The Daily Telegraph), Sir Miles Cullen know tha Queen has preston, until recently a partner 
Train ha Thomas (president Advertising od with much ad ion of his Judd Pp Stud His 
sefved on th \ wiation), and lan Harvey, M.P. long associahon | f his very im Ju and reston Studios. is 
Mornin ihreetor, 'W. S. Crawford Lid.), ar long service with organisa- ©0-directors are his wife (B. M 
News h ng the members of the Civil ton Preston) and Kenneth Bromfield, 
Daily Expres Defene Recruitment Advisory In this way Her Majesty not the package and symbol! designer 
nod th ( mittee announced by the Home only made a ch gesture to —EEEEE 
Financia S tary the veteran show it also gave 
Aaded x . e anal ak tow | tee oe Amateur stage 
Finan « Hugh Cudlipp, editor of the — that great North I exhibition Dorset House Players—the drama- 
dy . ’ ’ ntaliy iy Pictorial, has been appointed site he Royal A ural Hall, tc group formed from the editorial 
1 ondor d provin mwspap ctor of Sunday Pictorial News where Mr. Culler n built so and advertisement staffs of the 33 
ogeth with th ding finance s (1920) Ltd many great shows ose present journals of Associated Iliffe Press 
dy ' have f nied * * * at Saturday's p cluded, in presented Richard Llewellyn's 
M Traini with a clock to mark ' Li “arena? Ct era iddition to men the family “Poiwon Pen™ at the Rudolf Steiner 
his Wen tenry mm 2 X A. a of the whole of the | pool Road = Hall, W.1, on Thursday and Friday 
* + * x Win “_ —_ ‘ ey 10On O' staff of Frank Tu & Co., and of last week 
Leslie V Whitehead, nan of a. women A = & Co. I td. ia many old “custo Outstanding performances were 
the Irish branch he Incorpo rewster Uwen ¢ " - * * + given by Stanley Kirk as the Rev. 
d Sales M. Association * * * John Rainrider; Evelyn Dean as 
and Charles EF. Met sane have \' the annual general meeting of Wilfred F. Coxon s been ap- Phryne, his sister: and John Luetch- 
been nominated to the finance « Guild of British Newspaper pointed Managing « of Arrow ford as the old servant Mrs. Har- 
mittee o sing th De ors, held in London on Tues Press Lid. He | » taken over board. Kathleen Brown as Mrs 
tions for th Ireland Ho W. L. Andrews, editor of th he editorship of companys Colclough. provided much of the 
Festival to be held at Ay kshire Post was appornted Gas Times. He h a director humour. Beryl Judd a sixteen-year- 
* * dent for 1952/53 and Francis of Arrow Press st year old. gave a convincing perform- 
T. M. Bagnall, p cuvy m Graves, editor of the Windsor Mervyn R. Harley other new mce as Connie Fately Others in 
ger, the English Elec ( Lid wth and Eton Express, vice comer to the | iking over he cast were Audrey Phillips. 
and S. HL Pryor, p 1 sidem the commer vent of Gas Peter Browne, Vivian Crisp, John 
Tgranic Plec Co. Lid., h The present Guild representatives Time Mr. H winded the Goodwin, Lovel Williams, Joseph 
appointed members of the B the joint editorial committe: Wembley New otil recently Kuttner. Erica Wilkin, Lilian Thur- 
EFlectrical and Allied M if re-elected, namely was man of that good, William Woods. William Con- 
Association's publicity com Morning newspapers y om pape cannon and Terry Wright 


. . 1 aq i . 2a ca ce ag a _ Pe Sh em”, ee Pee = ae " a: ee 
" ' 
a. | 
7 190 PE I ! 
| Eq i 
K 4 
si Sy “+ 2 ; 
: |, o t 
igi | Joos 
: | - f& | ! 
i 5 pee 7 r Baa. tt 
mt 7 4 
- f A oo eee 4 ‘dl 
: ? “< er we tg ; 
” : o «ie iad se »* Fete oe, 
a i } Bags 
: ai 
z } 
y, 
: | 
; 4 
ie : 
i. | 
| 
{ 
iG ; 
fej y 
7 ? 
es 
—, 
. 
= 
a 
-— 
‘ 
re 


o_ 


‘ * 4 
‘ > 


ey ORE: Se ae a. ae 


celebrates its 
SILVER JUBILEE 


With the publication of the November issue, Woman’s Journal 
completes the first quarter-century of a distinguished career. In that 
time it has won a proud position in the field of women’s journalism, 
and in this Jubilee Number the reasons are self-evident. 

_ Here are the style, the sincerity, the excellence of production and 
superb use of colour, the masterly 1 and authoritative features 
which have always characterised this great magazine. 

Today Woman’s Journal is pre-eminent in the affection of its 
readers and the estimation of its advertisers. To deserve from both 
a still greater regard in the future will be its cons:#it purpose and 
its cherished privilege, for this is 
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PAGE RATE £350 - MONTHLY 2/6 
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A.W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., THE FLEETWAY  /SE, LONDON, E.C.4* CENTRAL 8080 


: \ \ \ a) . 
Pp on 
| ~ , 
a ¢ Tent a. j 
\ ~~ a j ¢ i 
} { of 7 4 : ¥ 
| 4 . } " ‘ : = A em 4 " 
} { ) % jee ees \ eet ( > eet b, </ a 
A gy / r f . 3 ty SL 
; \ fm je »:? a 4 
) . . \ — ‘ “ an 
| a | ole ._ <a . 
f . _ 4 ” we " } 
| p ‘ rf q ‘ “ } . a y 
i? << ’ ~. " ; 7 . ~~ = “ a ‘ ~ a 4 Mm 7 
: ; " PR a ey } bie | 
— A ) a i, z 
Y ; ‘ ; ™,. aA 4 a 
‘ . ? = _ f ; a 
te 39 8 ee. eS inate 2 ca ne a if x “ 
a -Y a ; | Vcpele aa aas  ™~ \ 
‘s : 4 ~s : ya 
: re 3 °, a vor $ ‘ r - a . ome Y s, j ; fe 
¥ \ fi : sf 7A hi: 2 : x RL mS | ‘ ; 
tl ' i ag, — . & ; > FF : . —, P Dy oe 
? ‘ x : ; f A\~ os § usoe 
: " Bs anf j ie pol 
» BA . : ears =. ¥ ‘ ‘ LF “ 
> 2 i «a = & " 2 : aN 
: — i - | “hs as : ae : “ ny - rt, 7 es) /\ } Y Z 
fe ® hehe : , * > aa 2 ‘oath 5 Soaks 
g : : * : e : % 2% si gi 
at : » ° BS on ‘ 4 “ sa) 
J iz F r 4 
| E | 
. : od * 
. " ° a: “gs 4 a 
a 2 2 4 ne 
‘ * : AI. BP 
: f 3 ' _ 
: 5 / . . 
4 : i : > A ; 
$ , / 
' - : ? | ” ik 
e : oJ, _— 
= . i Y es eet’ 
‘ 3 Aiea ; 
. oO i 
; ~ . > ' ; « ] a 
+ rit," e 3 , sy 
' q 4 r }// a 
Ke ~ is oe as Sha 
% » \\ | : — 
; er, | Ve 
i - a Ne eee 
my | , 
: ¢ : P 2 Ps 
* hes & . —_ . 
-— ee = 77 8 
he? T — 
. ia . 4 as re 
: * cage, te Pd: 4 * * 
l 7 ne / o 
f 
P \ ; , s . 
= a i 0 ee ee - << ww 4 
Sa . ——t aan i — P 
ba errr 
. i 
at ne ‘ \ t 1 
Re oo > CS MAEG eS 2 aoa) ot «Sarge Ain pee po LS ee el + as - i a va 7 tn {on an 


the RO ee 


ADVERTISER'S WEEKL ) 


192 


U.K. lace-makers’ bid for 
Canadian market 
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One of the 10 in. triple advertise 
ments appearing for British lace in 
Canadian newspapers, The campaign 
is handled by the London office of 
MacLaren Advertising Co. Ltd 


One-man poster 
o . *.* 
"exhibition 

A inibute to the “consistent 
originality” of Abram Games 
was paid by Sir Hugh Casson, 
ast Wednesday an exhi- 
bition of over 80 of Mr. Games’s 
posters at the Ben Uri Art 

Gallery 

There was a tendency to-day, 

said Ser Hugh, for original designs 
be imitated by other artists 
Mr Games was Outstanding in 
that he had always managed to 
keep ahead of others. There was 
a very personal handwriting run 
ning through all his work. One 
did not feel that he got hold of 
in idea and then dropped it be 
cause someone else had begun to 
do something similar He had 
kept his integrity and = had 
remained one of the most remark 
able poster artists this country 
had produced 

This. he beleved, was the first 
one-man poster exhibition to be 
held in Great Britain, He con 
gratulated the Ben Uri Gallery 

t enterprise in having 


opening 


on mS 
mounted “a umque show 

The exhibition, which will be 
open until November ncludes 
posters for the Daily Telegrap/ 
Financial Times, London Trans 

yt, the War Office, BO.A& 
British Railways, the Metropol; 


tan Police, and many others 


A publicity campaign has been 
launched in Canada this month 
for British lace. It is being run 
by British Lace Furnishing (Over- 
seas) Ltd., and financial support 
is coming from all machine 
holders, the makers of the loom 
product, in this country. 

MacLaren Advertising Co. Ltd 
have been appointed to handle 
the campaign which is planned 
for an imitial period of five years 

For the Christmas season the 
idvertiging is concentrating on 
napery*tablecloths, runners and 
does, A decision will be taken 
early in the New Year as to 
whether publicity should continue 
to be concentrated on this side of 
lace furnishings or whether it 
should be extended to 
window furnishings 

Ten inch triple column adver 
tisements in the Toronto, 
Montreal, Winnipeg and Van- 
couver press and half-page an- 
nouncements in Canadian Home 
Journal and Chatelaine, form the 
spearhead of the campaign. Com- 
mercial radio is also being used 
and a broadside is being circu- 
lated to the leading stores 

Product identification is by a 
red and white seal, “British Lace 
Furnishings”—-a seal which can 
only be used in conjunction with 
goods of a specified quality. Each 
set of napery sent to Canada in- 
cludes a copy of a smal! folder, 
“Genuine British Lace.” 

MacLarens are implementing 
the consumer and trade publicity 
by intensive personal follow-ups 
among agents, wholesalers and 
retailers and by general merchan- 
dising activity throughout 
Canada 


cover 


The work of neari 
Evening News 


Octoser 23, 1952 


50 London advertising agencies is on show in the 
Gallery of Commercial Art in Regent Street 


Public given ‘back-stage view’ 
of commercial art 


One of the occupational] risks 
of being in advertising is that, 
whatever your actual job may be, 
you are always liable to be 
asked by your fnends if you “do 
the drawings” (writes Stuart 
Lewis). And if you are obliged 
to give a Negative answer you 
are almost certainly regarded as 
a social disappointment. 

For that reason alone the 
original artwork shown in the 
annual Gallery of Commercial 
Art, organised by the Evening 
News should attract a wide and 
interested public 


It is doubtful, of course, if 
many casual shop-gazers, lured 
to the basement of 97 Regent 


Street, will detect the difference 
between a colour photograph and 
an F. C. Harrison special. It is 
unlikely also that they will ap- 
preciate the finer points of a 


‘Promotion must be dynamic’ 


H. P. Juda, publisher and 
editor of The Ambassador, has 
stated that British promotion 
technique must become much 
more dynamic. 

In a talk to the Bradford Tex- 

Society, satirically titled “To 
Hades with promotion—let’s dye 
quietly,” he said 

It is imconceivable that new 
markets on a wide scale can be 
found without the use of this 
dynamic method, We must learn 

bridge the gap between the 
static economy that is our herit 
ize and the shifting, dynamic 

\panding economy that is going 

be the heritage of our most 

sortant markets.” 

Mr. Juda discounted as one of 

great modern fallacies the 

1 that promotion of one’s wares 
wis traditionally un-English 


“The truth of the matter.” he 
asserted, “is that modern promo- 
tion started in England, and was 
so blatant and so over-blown 
that a too-credulous public came 


slowly to distrust Our dis- 
trust, therefore, might well be the 
result of some of the wildest ad- 


vertising stunts in any country’s 


history It is time that some 
balance was reached between 
fooling the public and keeping 


them well informe 


» order to 


market our goods a modern 
world.” 

A combination of : > technique 
of glamour, which every foreign 
buyers knew, with is was en- 
visaged by Mr. Jud Nobody, 


he said, was real! ken in by 
glamour, but supe 
duced a light fem 


coarse looking scraper that 1s 


specially drawn for drastic 
reduction, 
Nevertheless they will have 


plenty of quiet fun. Who could 
fail to derive a certain thrill from 
seeing Tommy Walls in glorious 
body-colour, or the actual 
Hastings poster which has decor- 
ated so many suburban railway 
stations? 
Cryptic instructions 

Moreover the cryptic instruc- 
tions to blockmakers which 
remain on some of the drawings 
will provide them with piquant 
food for thought. For instance 
the languid young lady with a 
parrot (Pretty Polly stockings) is 
flanked by the words “Grey equal 
to 88 screen—pos. tint where 
blue.” All of which helps to give 
the public—if not a completely 
back-stage view—at least a peep 
through the stage door 

The more thoughtful visitor 
may like to compare the various 
art treatments used for competi- 
tive products; and indeed in the 
stocking field will find a striking 
uniformity of style. Even the 
most envious admirer of air- 
brushed would-be-sexy legs may 
well turn with relief to the im- 
pressionistic but ‘none the less 
charming ballerina for Taylor 
Woods 

On the day I visited the show, 
most of the people there seemed 
to be advertising people or art 
students. One could hear such 
loudly uttered remarks as “It's 
not signed—but it’s a Rix all 
right” and “Marvellous man, 
Fraser, when it comes to repro- 
duction.” 

I eavesdropped almost in vain 
for an innocent, uninformed 
comment 


A.B.C. Figures 
Jan, to June 1952 


CAMBRIDGESHIRE TIMES GROUP 
64,169 


Copies 
Weekly 


Lond: epresentative : 
69 Flee Street, E.C.4 
North 
64Cr 


Head Office : TIMES BUILDINGS, MARCH 


Tel. March 2368/9 
W. H. WALMSLEY 
Tel. Central 9353 


Representative : ARNOLD ELLIS 
ford House, Manchester 4 Tel. Blackfriars 6987 
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the obvious 
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Sometimes it os saudi that the housew fe takes her worries with her 
when she goes e# to the seande in summernme 
lbp ge oe Steps to avon’ worry by safeguarding the 
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Se ett tot Var and discrimination 
po meer Ge plnmene © 
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...and still is 


_ 00D HOUSEKEEPING — 


where EVERY ADVERTISEMENT IS GUARANTEED and 
where that obvious first choice is more obvious sili since 
feminine confidence in Good Housekeeping is greater than ever 


THE NATIONAL MAGAZINE CO. LTD., 28-30 GROSVENOR GA®DENS, LONDON, S.W.I 
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New copyright proposals put 


TV in a dilemma 


PROMOTERS MIGHT ‘CONTRACT OUT’ 
OF LICENSING PROVISIONS 


ROM the point of view of the advertising industry, prob- 

ably the most interesting feature of the Report of the 
Copyright Committee, published last week, is the possibility 
of the extension of the system of licensing and tribunals to 


This new 
was designed by Edgar 


lt has a 


Daily Herald 


poster 
Loneman 
hackground of the vivid 
crimson gicw of early Morning 
against 


Herald 


which is a copy of the 
form of a crowing 
cockerel 


in the 


4-colour offset 
news pictures 


bull colour news-pictures repro 
duced by high-speed offset are now 
, ular feature of The Argus, of 
Melt n h Australian daily 
news hich ws associated with 
he London Da Mirror 
P vw and back-page spreads 
J have displayed regularly 
very Monday action shots of week 
end sporting and social events, to 
gether with a senes of “pictur 0 
keep of Royal family portraits 
Now full colour editions are being 
run on Priday “ 


used on the 
esses employed 


PEOPLE IN GLASSHOUSES 
Publicity by the Tomato and 
Cucumber Board was. defended at 
a meeting of glasshouse growers at 
Worthing last week. The chairman 
of the local packing station said 
the Board's advertising campaign, 
directed to the housewife, had been 

most successful. 


by The Areus ws based on the 
bi-metal plate 
reproduced in 
wearing stainless s | hase 

Fine quality reproduction, wut 
close register at high speed 
outstanding feature of 
Th plates themselves withstand 
very long runs without replacem 

On the front 
edition of The 
p intings 


Allers 
on which images ar 
hard 


copper on a 


page of a colo 


treus ther 


sponsored television. 


An even more exciting possibility is 


that sponsored TV companies may “contract out” of the 


scheme for licensing cinemas, 
etc. (writes our legal corres- 
pondent). 

When the sponsored television 
company is operating, it will, if 
the Copyright Committee's re 
commendations become effective 


ha the copyright of its own 
programmes, In the words of the 
Committee, “there would be 
something at variance with ordin 
ary ideas of justice and fair play 


if an entertainment promoter, for 
his own personal profit, were to 
be at liberty to make use of 
records or broadcast programmes 
withou; any control or payment 
whatsoever.” 

Television, the Committee 
points out, is a comparatively 
new development, with vast un- 
explored possibilities. At the 
moment, in this country, says the 
Report, it may be regarded as a 
new toy in the home, but already 
projectors for displaying televised 
programmes on sizeable screens 
ire on sale and these open up 
possibilities of showing the pro 
grammes to a number of people 


In the United States, television 
programmes afe already shown 
n cinemas, and there is no 


reason to assume that this will 
ve long delayed here 

The dilemma is at once ap- 
parent, Supposing a boxing pro 
moter stages a tournament of 
some importance, The sponsored 
television company, by paying a 
tee to the promoter, obtains the 
right to televise the fight. Ob 
viously, it would not be in 
vceordance with “ordinary ideas 
f justice and fair play” for the 
cal cinemas or others to 


iitract custom by showing the 
hebt on their screens 
Very wisely, after examining 


alternatives, the Committee came 
to «6the «conclusion that there 
should be only one “performing 
ght” and this should be vested 
n the broadcasting authority 
nitting the programme Thus 
vat authority, by its acquisition 
f copyright, should be able to 
yntrol the public performance 


@ Continued on page 232 


DESIGN -PRINT- DISPLAY 


Faraday Stree: Manchester 1. Tel. Central 4965/6 


Creators of 


Pulp-paper 
prices outlook 


The position in regard to price 
of paper making raw materials, and 
consequently of the future price of 
paper. is sull far from clear (writes 
our paper trade correspondent). 

The price of mechanical pulp, the 
chief ingredient of newsprint, has 
been held at £25 per ton for some 
weeks now and in order to stabilise 
the position from their point of 
view, the North European producers 
have agreed on measures to curtail 
production 

Chemical pulps have remained 
reasonably steady at the lower levels 
of recent months, but there have 
been some offers from Central 
Europe at lower prices 

Esparto grass, largely used in 
better quality printing papers, is 
still considered an uncconomic pro- 
position by the esparto paper pro- 
ducing mills at the ceiling import 
price of £33 cif. It is felt that the 
French Government, which really 
controls the export policy of the 
North African grass producing ter- 
ritories, will soon have to sanction 
a more realistic price if the esparto 
growing industry is to remain viable 
Otherwise the esparto paper mills 
will turn over more and more to 
wood pulp and straw furnishes. 


Guide maps 


An electrically - operated guide 
map, to assist travellers in locating 
business houses in the city, has been 


installed at Temple Meads Station, 
Bristol 

It consists of «a S ft. square 
Geographia map mounted in a 
wooden frame. Side frames carry 
the names and addresses of firms 


and = stores 
scheme 
Users press bu s beside the 
name of the house they wish to 
reach, and illuminoicd dots appear 
on the map, indic z the location 
of the firm. and stop. nearest 


subs ng to. the 


to the station, from which they can 
take a bus 
The scheme has » en sponsored 
by the junior section of Bristol 
Chamber of Com ce and Ship- 
ping WwW. J. Fu & Co. Ltd... 
raffic Street. No ham, erected 


and control the « ment 
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sponsored 


‘No-Bo’ takes 
your breath 


Colourless Chiorophyll Extract, 
made by W. Ryder & Co., Brad- 
ford, and now being advertised 


The makers claim that this pro- 


duct—which, they say, “outdates 
the green chlorophyl! products 
now being marketed”—can 


added to food and drink without 
affecting their appearance, odour. 
taste, or keeping qualities. 

If one part of Extract is added 
to 2,000 parts of beer, not merely 
will the breath of the consumer 
be odour-free in from three to 
Six minutes and remain so for 
eight to 12 hours, but he may 
thereafter consume any amount 
of unprocessed beer, spirits, or 
such foods as cheese and onions 
and his breath will be clear of 
all odours within ten minutes 
Unlike ordinary chlorophyll, the 
Extract is soluble in acid and can 
be incorporated in vinegar that 
will deodorise onions pickled in 


Health salts incorporating the 
Extract will, it is claimed, elimi- 
nate breath and body odours al! 
day long. If cooking salt is pro- 
cessed with the Extract and used 
in the boiling of cabbage or other 
vegetables, or fish, no smell of 
these foods is noticeable even 
one foot away from the stove. 
Moreover the water, after cook- 


ing, can be thrown down the 
kitchen sink, leaving no smell, 
they say 

Under the brand name “No- 


Bo,” processed soft drinks are 
now being produced jn some fifty 
factories in various parts of the 
country. Plans for developing the 
hard drinks, pickles and sauces, 
toothpaste and other markets are 
now in hand. 


Dollar market 
for type 


Notabilities of the printing and 
publishing world were at a luncheon 
at Claridge’s in honour of Robert P 
Nelson, newly-appointed president 
of the Lanston Monotype Machine 
Co. in Philadelphia. and two of his 
fellow directors, William H. Wall- 
ing and Murray McConnel. The 
purpose of their visit was to examine 
latest technical developments here 
and to make arrangements for facili- 
tating the sale in America of the 
leading British “Monotype” faces. 


Walkers — 


(Showeards) Ltd 
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The volume of 
industrial advertising in 


THE FINANCIAL TIMES Aas 


grown as the READERSHIP 


among Top Management 


has grown 


SIDNEY HENSCHEL 
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LINK 
BETWEEN... 


aA - 
een. Vas” ee 


For the retailer to make provision for the demand which inevitably 
follows the appearance of a half-page advertisement, the Daily Express 
is sponsoring advance announcements in the Advertiser's own Trade Press. 


It is in the 714,788* retail shops in England, Scotland and Wales that 


the impact of the Daily Express half-page Is felt. The shopkeeper has to 
fill his shelves to meet public demand; thus the link, the retailer, is 
strengthened in advance. 


* 1951 Census figures 
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yTNP RE Ms ations! Preed, such as powertl t-pages in the © 
JLY 1952 BAILY EXPRESS 
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‘sr even ADVERTISING 


A selection of trade-paper 
announcements sponsored 
by the Daily Express for 


% phe aw eeree* half-page advertisers. 
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COMMENT 


A WARNING 


A Re to all in advertising 
the temptation to 
on A as competition 
grows has been sounded by 
L. E. Room, director-general 
of the Advertising Association. 
Mr. Room's words at Glasgow 
were wise and timely, for the 
impression is abroad that once- 
suspect copy is being accepted 
by media with more space to 
sell. 


There is no evidence of a serious 
deterioration of standards, Org- 
anised advertising would cer- 
tainly step in if a real tendency 
developed. 

But there is a danger that the 
activities of a few might pro- 
vide the tar with which the 
whole industry could be 
brushed by its opponents. 

Mr. Room has sensibly put his 
finger on the spot before it has 
become sore. 


Dignity 

Those wise old advertisers the 
petrol companies are now plan- 
ning vast canpeetene to break 
on February 1 

They know the ‘pitfalls of over- 
ambitious copy claims. There 
will be 
about their competitive cam- 
paigns other than the size of 
the appropriations and the 
quality of their advertisements. 

The petrol men say there can be 
attractive dignity even in 
to-day's hard-selling conditions. 

They are determined to show the 
world British advertising at its 
best in Coronation year. 


DUPLICATION 

A correspondent suggests that it 
is important for advertisers to 
be able to measure readership 
duplication. 

Some advertisers think that they 
pay more than once for the 
same readership, and that this 
must be taken into account 
when assessing the value and 
cost of newspaper and maga- 
zine advertising. 

But there is another point of 
view. 

Publishers and agents know there 
is duplication. “And the more 
the merrier,” they say. “One 
thing advertisers want is re- 
petition, and this is an effective 
way of getting it. If a reader 
sees an advertisement in more 
than one journal, that is a good 
thing.” 


And that seems to make sense. 


Send 


GUEST COLUMN » C. D. NOTLEY, managing director, Cecil D. Notley Advertising Lid. 
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Bad ads. for Britain! 


| WAS welcoming my brother 
home ‘rom America at one 
of our great seaports. They 
were through the customs by 
730 pm. We had a long way to 
drive s0 needed a mea! before 
caving. At a well-known hotel 
| booked a table for 8 p.m, On 
sitting down I was told by a 
rather disinterested waitress that 
dinner was “off” but we could 
have @ bit of cold chicken or 
some fried fish. Being English 
we knew we had to accept this 
go without, 

[hen a very nice looking family 
of Americans came in and got 
the same welcome as ourselves 
their faces dropped and they 
lef. | was so ashamed that | 
fol owed them out and apologised 
on behalf of this country for the 
otten reception they had 
eceived at the nds of our hotel 
industry. They were pretty decent 
about ut but the effect on them 
was obvious. The Americans are 
hospitable people and the treat- 
ment they had received at their 
very first contact with English 
people a virtual slap in the face 

left them completely bewil- 
dered 

What on earth has this got to 
do with advertising? A very 


great deal, I think. Are we not 
all interested in advertising 
Britain? Could not our hotel in- 


dustry be the finest advertisement 
Britain could have? But what do 
we get” 
* a * 
Outside of London it is rare 
indeed to find hotels, or even 
restaurants, that are worthy of 
our guests A reception clerk 
whose ideas of a welcome don't 
go much beyond a surly good 
day. A menu that starts off with 
watery soup, ends up with bread 
and butter pudding and has a bit 
of badly cooked chicken sand- 
wiched between. A bedroom that 
s usually cold but can be 
warmed up if you grovel on 
hands and knees and push six 
pence into a meter that charges 
i three times the cost of the 
power. A chilly bathroom at the 
snd of the passage where you can 
biain a tepid bath if you are 
epared to clean up after the 
ist oecupant 
Overdrawn you say? Taken an 
extreme case? You know as well 
1 do the enormous number of 
reme cases there are. And 
are a disgrace to this 


TOWNS 


‘or booklet giving full details of facilities availabl: 


CIRCULAR DISTRIBUTORS 


country 


ing is the stupid 
licensing laws of 


cans have nothing 


old English pub 
pens? 


come out shortly 


and flagrant 
very bad advertising 
Another case of bad advertis- 
and 
our 
The public house, properly run, 
is one of our finest assets and = R. 
the improvement in public houses 
now being pushed ahead fast by 
the great brewery firms is @ Very 
welcome sign indeed 


A 


childish 
country 


The Ameri- a 


like them and 
they are always intrigued by the 
friendliness and good cheer and th 
pleasant atmosphere 


of a good 


But what hap- 
If you go 
house of a theatre or cinema you 
10 pm. here. 
and if you want a drink so as to 
chat over the show with your 
friends you keep one eye on the 


to 


after 


the last 


clock and almost before you've 


had a chance to down a pint it 


is “Time Gentlemen 
you are pushed out 


street 


There scems to be a row going 


Please” 
into the 


may be 


expected shortly in the field of 
publisher-advertiser publicity 
tie-ups. Schemes under consid- 
eration by leading publishing @ 
houses go further than jointly- 
produced dealer aids. A pack- 
aging link is one suggestion. 


ners will follow 


Government 


Swift action by local plan- 


the insist- © 
ence of a Ministry of Local 


official that 


“technically all displayers of 


advertisement 
first get 


boards should 
permission.” 


Re- ©@ 


tailers are to protest to the 
Minister that this will make 
a lot of fuss about small dis- 


play boards outside their 
shops 

@ Strong action against offen- 
ders is expected to follow 


the investigation 


committee set 


National Asso 
Furnisher 
with allegations « 


Retail 


ing statements 


ments. The Ass 


21 LEIGH STRE 
MADDOX HOUSE, 


f a special 
by the 
uion of 
to deal 
mislead- 
1 advertise- 
iation is 


) 


T 


15 221 


r DISTRIBUTION of CIRCULARS a 


THROUGHOS 


LIVERPOOL 
REGENT 


publishes a 
Coming Events 
culation abroad to entice visitors 


and | 


cases of on now about the conduct of the 


utomobile Association. And 


quite right too | should think. 
because here again is another 
case of bad advertising. Granted 
that the patrols of the A.A. and 


A. are first class examples of 


good advertising as are the tele- 
phone kiosks and the direction 
signs, but the A.A. Handbook is 


disgrace 
Here is a chance to issue one 


of the finest pieces of advertising 


is country could possess. 

The British Travel Association 

magazine called 
this has a cir- 


I have seen it in Spain, 


France, Switzerland and Scandi- 
navia. 
and printed in English 


It is beautifully produced 
It will be a grand thing for 


Britain when our catering indus- 
try, in its own English way, is as 
worthy of its 
opposite 
channel. 


Jo-morrows TOPICS 


@ Big developments 


country as its 
number across the 


making approaches’ to 
organisations representative 
of the press and to adver- 
tisement managers direct. 


Technical films will be re- 
vised and adapted to suit 
consumer audiences in the 
branded petrol “war” next 
spring. 
Government views on a mar- 
keting scheme for apples 
and pears are to be pub- 
lished shortly. Conditional 
approval is anticipated. 
Publishers of British comics 
are taking steps to empha- 
sise to the public that con- 
demnations of imported 
“blood and thunder” do not 
apply to their publications. 
Hulton’s are staging cultural 
events for the young readers 
of “Girl” and “Eagle.” 
Advocates of commercial TV 
now believe that Parliament's 
approval of the new medium 
will be given much sooner 
than was first thought likely. 
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ADVERTISER'S WEEKLY 


experts will demonstrate, taking an imaginary product as 

an example, how an advertising campaign should be pre- 
pared. Seasoned ‘campaigners’ as well as student readers 
should find the demonstration instructive and provocative. 

The idea was born at Lyme Hall, Stockport, when the Insti- 
tute of Incorporated Practitioners in Advertising ran its first 
week-end course. There, as an experiment, students were 
asked to plan and present a campaign. The exercise proved 
so successful that members of the tutorial staff and the editor 
of “ Advertiser's Weekly” considered an appropriate adapta- 
tion of this technique of instruction to be worthy of a wider 
audience. This series is the outcome. 

The opening article is a “brief’ to the agency —“The A.W. 
Advertising Agency.” It describes the product, Frujade, a 
new fruit drink in tablet form, surveys the market, outlines 
sales plans, states the appropriation and the objective. Media 
policy is broadly outlined. 

To keep the series within manageable scope, some of the 
essential preliminaries are taken for granted. All the “brief” 
is intended to do is to give the creative and mechanical pro- 
duction departments of the “agency” the minimum of 
information they will need before they start work. 

* * * 

Other members of The A.W. Advertising Agency team will 
describe and explain what they would do for Frujade in their 
ypecialised fields. 

Howard Wadman, creative controller, Greenlys Ltd., will 
deal with the creative approach, copy and visuals. 

Peter Ray, F.S.LA., will design the packs and give reasons 
for his designs. 


I: the articles that begin on this page, an “agency” of 


Brief to the agency 


The product: the market : the appro- 
priation : presentation : media policy 


By ROBER1 5. CAPLIN, F.LP.A. 


Chairman and Managing Director, R. S. Caplin Ltd. 


TTVHIS is the brief to the A.W 
Advertising Agency tor 

the packaging and advertising ujade tablet are essentially 
¢ same, except for water, as 

of Frujade fruit tablets hose in the best bottled fruit 
nks (namely, real fruit juice, 

svouring, “sweeteners,” etc.) plus 
1 “aerating” agent which, in 
yntact with water, produces an 
lect difficult to distinguish from 


with a good bottled fruit drink. 


(b) The basic ingredients in a 


1. What Frujade Is. 


(a) A Frujade tablet is, in 
effect, a dehydrated fruit drink 
When placed in a glass of wate at of carbonic acid gas (CO,) 
it “effervesces” and dissolves, ised for aerating bottled fruit 
producing, in from five to ten drinks, Like CO,, the “aerating” 
seconds, an “aerated” fruit-juic: igent in Frujade is harmiess 
drink which compares fayourah! (c) Frujade fruit drink tablets 
in taste, appearance and “spark!«’ e made in the six miédst 


THE FRUJADE CAMPAIGN 


Introducing the “A.W. Advertising Agency” team of experts who will 
demonstrate in print how an advertising campaign should be planned. 


Ocroper 23, 1952 


J. H. Grubb, associate director and studio manager, 
Rumble, Crowther & Nicholas Ltd., will write on the prepara- 
tion of layouts and art work. 

Abram Games, F.S.LA., will contribute an article on poster 
design. 

E. Ward Burton, chairman, 1.1.P.A. education committee, 
director, Publicity Films Ltd., and account executive, London 
Press Exchange. will cover films and slides. 

C. B. Bagg, associate director, Rumble, Crowther & 
Nicholas Ltd., will deal with the mechanical production of 
posters and press advertisements. 

Other specialists, whose names will be announced later, 
will be called in to help with the scheme. 

+ = * 

This team will present a scheme for the advertising of 
Frujade. Doubtless it will be a good scheme. But there is 
more than one good way of solving any advertising problem. 

ADVERTISER'S WEEKLY therefore offers to student readers 
a prize of £5 5s. for the best article, of not more than 1,500 
words, on the Frujade campaign. This can either outline an 
alternative scheme, within the terms of the brief, or can be a 
critical commentary on any part of the scheme, explaining 
why the writer would have taken a different line had he been 
a member of the Frujade team. 

The winning article will be published at the close of the 
series, which will continue for several months, 

Readers intending to enter should keep by them copies of 
“Advertiser's Weekly” containing the Frujade articles, both 
for reference should they wish to comment, and for their 
intrinsic instructional value. 

wan ine HRA dE A RAM aA 
units of twelve tablets, for sale 
to the public at Is. per dozen 
tablets The Ministry of Food 
has lensed | rujade for sale 
free of purchase tax 


2. The Bottled Fruit Drink 
Market. 


(a) The U.K. production figures 
for all bottled minera] waters (of 
which fruit drinks of all types 
form the major part) have aver 
aged 137 million gallons per 
annum during the past four years 


R. S. Caplin Only approximately 5 per cent of 
this total is exported. The annual 
consumption in the U.K. is, there 

, fore, approximately 173 million 
popular dottled ruit drink dozen (half pint) glasses, or, in 

f sonar name lemonade very round figures, 42 glasses a 

yvrangeadc x < grape > ner . 

‘ rg rm cr OT he year per head of the population 

iru Me juice verry Ls } ' 

ibid Mnbeasre appropri (b) Analysis of bottled mineral 

ale pinned - re name of ter production figures for 1951 

the flavour is d sed into the ‘eveals the following seasonal 

tablet (as we the name  —?Pattern of demand 

Frujade). Othe il table Production 

' ze . 1 tablets Period in Gallons 

are identica ne pe and Size 12 weeks ended Feb 24, 19%} 15,595 000 

being that of a f lisc, 1 in. in 12 weeks ended May 19. 19%] 27.552.000 

diameter and ep 12 weeks ended Aug. 11,1951 41,278,000 

‘ 12 weeks ended Nov. 3, 195] 29,552,000 
(d) It is pr i to market a ene , 
Prujack in ‘ tablets The “shelf life’ of a bottled 
- woe r te r ’ oral — 
when the fec preparatory #¢fated drink is generally accepted 


leted by the ‘tbe in the region of two months 
Agency, in (c) Bottled fruit drinks are sold 
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THE SOUTHAM MARKETS 
, (ald 


If you have not received your copy of our new portfolio, ‘‘The Southam Markets in Canada’’, please write 
to our British representative F. A. Smyth, 34-40 Ludgate Hill, London, £.C.4, telephone City 2784. 
STERLING ACCEPTED FOR ADVERTISING INSERTED IN OUR NEWSPAPERS. 


THE OTTAWA CITIZEN . THE HAMILTON SPECTATOR 

THE WINNIPEG TRIBUNE THE MEDICINE HAT NEWS 

THE CALGARY HERALD . THE EDMONTON JOURNAL 
THE VANCOUVER PROVINCE 


SOUTHAM NEWSPAPERS OF CANADA 


REACH OVER 1,500,000 CANADIANS EACH PUBLISHING DAY 
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THE FRUJADE 


“)? 


CAMPAIGN SCHEME—continued 


mainly in pint and half pint sizes 
The (nett) price (allowing for the 
return of any deposit paid for the 
bottle) varies, according to the 
brand, from 4d. to 6d. per glass 
ful of the most popular types of 
bottled aerated drink (lemonade 
ginger beer, etc.) 

(d) Manufacturers of bottled 
fruit drinks generally deliver direc! 
to the retailers (shops, cafes, clubs 
public houses): in some cases, the 
manufacturer also delivers direct 
to the public Wholesalers are 
not usually concerned in the 
distribution of bottled = fruit 
drinks 

(ec) The nett annual turnover in 
the bottled fruit drink market 
(allowing for a 334 per cent dis 
count for retailers) may be as 
sumed to be in the region of £20 
million per annum 


3. The Frujade Market. 


(a) Theoretically, since a glass 
of fruit drink made with 
Frujade 1s in its essentials, 
the same as one poured out of a 
bottle, the market for Frujade 
should be the same as that for 
bottled fruit drinks. In practice, 
however, i! 1s expected that con 
siderable resistance will be en 
ountered (1) in the “A” Class 
market and (2) among the elderly 
ind conservatively minded in all 
lasses of the market lt has 
heen decided that the 


therefore 


=. BAesiter® 


London Office, |7¢ 
Manager: GEORGE | st 


resemtati and advertising of 
rujade mld be addressed 
» a “popular” market, with a 
ecial appeal to the young. 
Frujade will be sold to 
public through all norma! 
trade chaneels (grocers, confec 
iers, Cher ists, tobacconists and 
es of kinds) including 
wholesalers) who have hitherto 


~ 


had little or oo share of the turn 
in the fruit drink market 
) Frujade tablets are 


hygroscop Nevertheless, tests 
have shown that, when carefully 
packed, the “shelf life” of 
} rujade at least six months 


ihe manufacturers guarantee to 
replace, with double the quan- 
tity, amy retailer's stock of 
Frujaade which, under normal 


conditions 
months of 


jeteriorates within six 
ve date of delivery 
(d) Frujade will be mar 
keted na ally, by a team of 
twenty-five representatives, each 


doing an eight-week journey, 
starting the second Monday in 
March 19 and they will offer 


an introductory bonus to all re- 
tailers wh display Frujade 
in their windows during the fort 
night beginning the second Mon- 
day in May 1953—the day 
when the Frujade national ad 
vertising campaign will be 
launched. The representatives 
will carry with them port 
folios containing proofs, and 


; \ eee 
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Head Office, CARDIFF. Tel. 33022 
Advertisement Manager, R. H. HARRISON 


Fleet Street, E.C.4 
OO. Tel. Central 469! 


presenting details; of the first 
Frujade national advertising cam- 
Paign 


4. The Presentation Of Fru- 
jade. 


(a) The packaging department 
of the A.W. Advertising Agency 
is asked to present its suggestions 
for the packaging of Frujade in: 

1. Units, each containing 
twelve tablets, with fully ex- 
planatory leaflet or label. 

2. Display outers, each con- 
taining 3 dozen units. 

3. Non-returnable “whole- 
sale” cartons, each containing 
12 display outers 
The unit pack must completely 

protect the tablets from atmos- 
pheric action when on retailers’ 
shelves, as well as from damage 
in transit. It should also give a 
reasonable measure of atmos- 
pheric protection to the unused 
tablets when the pack has been 
opened in the home. The total 
cost of production of the unit 
packs, display outers and “whole- 
sale” cartons should not exceed a 
nett figure of 2d. per unit, on the 
basis of an initial order for 3 
million unit packs and the cor- 
responding number of display 
outers and “wholesale” cartons. 
Full details of the time required 
for the various stages of produc- 
tion must be given 


5. The Advertising Of Fru- 
jade. 


(a) Frujade will be launched 
on a national scale, the advertis- 
ing campaign being scheduled to 
open at the beginning of the 
second week in May 1953. 

(b) The initial advertising 
appropriation (for the 12 months 
ending the first week in May 
1954) is £70,000. This must cover 
all space costs and production 
costs, as well as the cost of 
designing and producing point-of- 
sale advertising material. 

Eventually, the advertising ap- 
propriation for trujade will 
be determined by salcs, the allo- 
cation for each successive year 
being 10 per cent of the value of 
the previous year's total sales 
(based on the retai! selling price) 
To justify the initial advertising 
appropriation the f Frujade 


should have reac/ it least 14 
million units by th ond of the 
first year's campaix’ 

(c) A’ comprehensive media 


schedule has been 
the A.W. Advertising Agency and 
has been approved covers: 
1.TRADE PRESS,—Three 
double-page spread, have been 
booked to appear the appro- 
priate weekly tra ournals—a 


ymitted by 


fortnight before the beginning of 
the main campaign week before 
and during the sa week. The 
creative departme f the A.W. 
Advertising Age: s asked to 
submit its deta suggestions 
for the opening youncement, 


and “treatme: idicating the 


Octroper 23, 1952 


style of the subsequent announce- 
ments 

2. GENERAL PRESS.—-The 
campaign will open with 11 in. 
triple column announcements in 
“popular” national daily 
newspapers and in leading pro- 
vincial newspapers. These will 
be followed up by a series of 
8 in. double column advertise- 
ments, which will appear once a 
month, except during the “off- 
season,” when 4 in. double 
column reminder advertisements 
will appear. Detailed suggestions 
are required from the creative 
department for the initial 11 in. 
triple column advertisement, as 
well as style setters for the 8 in. 
double column follow-up adver- 
tisements and the 4 in. double 
column reminder advertisements. 
8 in. double column spaces have 
also been booked, to appear once 
a month, in publications ad- 
dressed to boys and girls of 
school age, and an additional 
style setter is required for this 
series of advertisements. 

3. CINEMAS.—A_two-minuie 
sound film in technicolor has 
been booked for a weekly show- 
ing at the leading circuit cinemas 


In the next article, to appear 
on November 6, Howard 
Wadman will outline the crea- 
tive approach to the advertising 


of Frujade. 


in each of the principal towns 
throughout the United Kingdom, 
the total period of exhibition 
being from mid-May until mid- 
September. A detailed script for 
this film is required from the 
creative department. At the same 
time, a treatment is required for a 
slide-on film cinema announce- 
ment to be exhibited for a 26 
week period. beginning mid-May 

. OUTDOOR AND TRANS- 
PORT ADVERTISING.—1,000 
16-sheet poster sites, in good 
positions in the principal towns, 
have been booked for a six-month 
period commencing mid-May. S00 
double-crown poster sites on the 
fronts of L.T.E. buses have also 
been reserved for the same period, 
to carry an adaptation of the 
basic design used for the 16-sheet 
poster. Designs and production 
costings are required accordingly. 

5. POINT-OF-SALE ADVER- 
TISING.—In view of the large 
number of potential outlets, and 
the display bonus offered, it is 
expected to have a minimum of 
20,000 showcards and 40,000 win- 
dow bills exhibited at the point- 
of-sale when the campaign opens. 
Designs are required for these 
two pieces of print, with costings 
for the production of 25,000 and 
50,000 copies of each respectively. 
6. PRINT.—An advertising 
portfolio will be required for use 
by the representatives and the 
directors and executives of 
Frujade. This must be de- 
signed and made to stand up 
to at least eight weeks’ constant 
handling without showing obvious 
signs of wear. A mock-up will 
be required from the printing 
department, together with an esti- 
mate of cost on the basis of pro- 
ducing 40 portfolios. 
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Tycoons buy both 


Capital equipment, consumer goods and services — 
tycoons are big buyers of both. And here are some of 
the distinguished companies which find The Economist 
the cheapest, most effective way of reaching them :— 


T.W.A.; SHELL CHEMICALS; HUMBER 
LIMOUSINES; MOND NICKEL; DAIMLER 
CARS; TUBE INVESTMENTS; LA TROPICAL 
CIGARS , HAWKER SIDDELEY; DUNLOP 
TYRES; VICKERS; ABDULLA CIGARETTES; 
MONSANTO; WHITE HORSE WHISKY; BR''SH 
ABOE GROUP ; B.E.A. ; PLESSEY ENGINEERING ; 
CLYDELLA; PYREX; AUSTIN; ENGLISH 
ELECTRIC; MOSS BROS.; MULLARD; JAGUAR 
CARS; IMPERIAL SMELTING; CANADIAN 
PACIFIC; CIMENT FONDU; A.C.V.; REED 
PAPER GROUP; K.L.M.; FERRANTI RADIO; 
SWISSAIR; PRITCHARD WOOD & PARTNERS; 
ALBRIGHT & WILSON; W. S. CRAWFORD; 


SCHWEPPES; COVENTRY CLIMAX; RUSSELL 
& BROMLEY; ANGLO-IRANIAN OIL CO.; 
THE LISTENER; HENLYS}; B.O.A.C. ; 
DURALUMIN ; PERFECTOS CIGARETTES; 
SIMON ENGINEERING GROUP; DANISH 
TOURISTS BUREAU; HARRY FERGUSON LTD. ; 
DRY PLY SHERRY; 1.C.1.; SMITHS WATCHES; 
BROWN & POLSON; LIFE MAGAZINE; LARRA 
CIGARS; T.C.A.; CHLORIDE BATTERIES; 
CRAVEN TOBACCO; BRITISH THOMSON- 
HOUSTON ; REMINGTON TYPEWRITERS; 
MARCONI; SUNDAY TIMES; TELEPHONE 
RENTALS; PLAYER'S NAVY CUT TOBACCO; 
PETER SPENCE & SONS; OLD ANGUS WHISKY ; 
CABLE & WIRELESS ; DAKS SUITS ; COLVILLES ; 
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UNICORN LEATHER CO. LTD.; SCHLUMBERGER 
WILMOT BREEDEN ; GLENFIELD & KENNEDY ; 
GOODYEAR TYRES; MARLEY TILES; FALKIRK 
COOKERS; A.E.1.; CATESBYS; BX PLASTICS; 
CARRON ©O,.; ASSOCIATED LEAD; CHUBB, 
METROVICK; BURROUGHS ADDING MACHINES ; 
SEGARD & CO.; DECCA RECORDS; BOWATER; 
IMPIPUAL TYPEWRITERS; E. B. BADGER & 
SON CLIFFORD BLOXHAM & PARTNERS, 
THAMES BOARD MILLS; DICTAPHONE ; 
BOXPOLDIA; TAN-SAD ; FISON’S FERTILISERS ; 
SAMSON CLARK; AVON TYRES; MANCHESTER 
GUARDIAN; NATIONAL CASH REGISTER CO. ; 
FINANCIAL TIMES; FRIGIDAIRE; NEWTON 
CHAMBERS; PLAYER'S NO.3; BURY FELT, etc 


The Economist 
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Advertising Case Histories—28 


Octoper 23, 1952 


Stretching the sales of elastic by 


HEN W. G. Monk, man 

aging director of William 
Monk (Elastics) Ltd., called in 
Gee Advertising he was dis 
armingly frank “There is 
nothing you can say about our 
Richmond knicker elastic 
which cannot equally be said 
about every other good make 
We all use the same method of 


Most elastic is basically similar 
in quality. There is little an 
advertisement can say to dis- 
tinguish one brand from any 
other. The first step in estab- 
lishing Richmond as a brand 
name was, therefore, to create 
a story for the advertising to 
get its teeth into, to make 
Richmond somehow different 
from other elastics. The 
answer to the problem lay in 
new cards on which the elastic 


is now sold. 


manufacture and identical raw 
materials, we all offer the same 
widths and, in the basic range 
anyway, the same quality speci- 
fications. All of us offer reel, 
%-yard board, and = 3-yard 
card make-up; and most of us 
offer special printing of the 
last-named. Now, how can you 
help me to sell more Richmond 
knicker elastic?” 

Give us three weeks,” replied 
the agency, and threw the prob 
lem to their copy ideas depart 
ment Women,” they = said 
don't buy koicker elastic by name 
at all; so that although ‘Rich 
mond’ is well known to the trade 
it has littl or no consumer pub 
heity value 

A price war,” they continued 
would inevitably end in victory 
for the biggest! and Monks are 
not the biggest-—yet 

“There was not much use in 
glamorising the product, and 
consumer press campaign to pu 
over the name Richmond ar 
‘compel’ distribution throug 
demand would cost more than 
would bring in. Even £20,000 a 
vear would be = equivalen 
12.000 miles of elastic at 4d a 
yard, or enough for thirty m 
panties.” 

Since straight 
the product as tt stood would « 
dently lead nowhere copy id 
worked on the theme © T/r 


se lly the Prodi t and its cor 


promotion 


sions Were embodied in a memo 
indum to Mr. Monk entitled 
Animal Cards—Some Suggestions 
for Promoting the Sales of Rich 
mond Knicker Elastic 

[he memorandum was accom 
panied_by a Berkshire pig in sil 
houette cut-out of cardboard, 
wearing a bellyband of elastic, 
and a strong recommendation 
that a seres of such animals be 
substituted for the conventional 
uninteresting card If possible, 
Gee's added, a brilliantly coloured 
plastic should be used in place 
f board Samples of suitable 
plastics were enclosed, together 
with a rough estimate of costs 

‘Very attractive” was the 
chent’s verdict on the idea of 
animal! cards; but he pointed out 


that it was based on sales to 
mothers and that, “although 
mothers are the largest buyers 


of knicker elastic, they are not the 
only buyers.” He feared that 
animal cards “might give the im 
pression that Richmond was ex 
clusively children’s elastic, so that 
a woman buying for her own use 
might avoid it in favour of a con- 
ventional card”; and he con 
cluded that animal cards would 
make an excellent single speciality 
line but would not be so good 
for a whole range of qualities 
Gee's now asked themselves 
what, 4 animal cards were mar 
heted as a children’s speciality 
line, Was to be done about the 
commercially more important 
standard range of elastics in four 
normal qualities (special qualities 
to order) and five widths, Their 
chent’s whole purpose was to in- 
duce women who had always 
asked for a “card of quarter-inch 


tnimal and candy striped cards are linked in this dow 


that appeared 


in the le pr 


transformation of the pack 


knicker elastic” to ask instead for 
‘a card of quarter-inc RICH- 
MOND knicker elastic.” Could 


° 


A be made to sell B? Gee's 
though it could 

If, they argued, the animal 
cards caught on they would 


automatically put over the name 


Richmond in doing so; if there- 
fore, later on, the standard range 
of Richmond elastics were also 
put out in an attractive new pack, 
women would recognise the name 
and buy for their own use the 
clastic made by “the same people 
as those delightful animal cards.” 
Mr. Monk authorised Gee's 
to go ahead with both campaigns 
The animal cards having been 
designed and finally approved, 
Gee's tackled the standard range 
of Richmond knicker elastic 
three basic qualitics. which may 


page spread 


ad t 


First of the new packs introduced 
(above) was directed specifically 


at children. A showcard was 
sent to dealers as well as the card 
on which the animal cards are 
fixed. Later the standard range 
was also given a new dress (left). 


be described as household or 
domestic, medium, and finest, and 
a special quality called non- 
twist. The first three are made in 
five widths (six to 14 “cords” or 
strands—-approximately 3/16 in. 
to 7/16 in.), the last in 3/16 in. 
and } in. only. 

The problem was to improve 
the card without adding to the 
cost; and the solution: Candy- 
striped cards. 

The four qualities are differen- 
tiated by the colour of the stripes 
on the card: pink for household, 
blue for medium, green for 
finest, and yellow for non-twist, 
the colours themselves being deli- 
cate pastel shades. Many retailers 
take the standard Richmond card. 
others like to see their own name 
and address printed on the lower 
half, in place of the “3 yards” 
flag—a service Monk's offer free. 

The two new packs have each 
in turn been put over, both here 
and overseas, by means of full- 
colour pages and centre-spreads 
in the trade press; wholesalers 
have received advance proofs of 
the advertisements and speciaily 


made-up portfolios for their 
representatives containing ex- 
amples respectively of all six 


animals. each a different colour, 
and of all four candy-striped 
cards; while for the retailer Gee's 
prepared a showcard—a child's 
chubby hand clutching a bright 
blue elephant—-and Monk's 
designed display boxes, a candy- 
striped set in each of the four 
paste! colours and half and 
quarter gross boxes with detach- 
able showcard on the lid carry- 
ing one of each animal card 
The last move in the two cam- 
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Octoper 23. 


1952 


1,000,000 


CIRCULATION 


GUARANTEE 


—so advertisers get more 
circulation than they buy 


IN 1949— 300,000 circulation. This year — 
a guaranteed 700,000 average net sale. And 
Reader's Digest sales are still piling up. 
Our advertisers gain handsomely from 
this rapid rise. This autumn, for instance, 
they are getting about 100,000 circulation 
per month free. They've had a bonus, in 
fact, each year since The Reader's Digest 
accepted advertising —for the page rate is 
based on a conservative guaranteed sale 
which has always been exceeded. 
4,330,000 READERS « 
AT BARGAIN COST PER PAGE PER 1,000 
The Reader's Digest is edited to carry your 
message to men and women. It is read ar 
home by 90°, of its readers— people of 


The 


above-average purchasing power. No other 
magazine reaches over 4 million readers at 
such low page cost per 1,000. Whether you're 
selling to men, to women, or to both, it’s a 
bargain. Only one magazine reaching more 
than 1} million women readers — inc! uding 
women’s Magazines —has a lower page cost 
per 1,000 women! 

The Reader's Digest is a “best buy” for 
many reasons —fast-rising circulation, in- 
tensive home readership, and competitive 
page rates, especially for colour; very few 
advertising schedules are complete without 
it. The proportion of advertising in the 
magazine is strictly limited, so space should 
be reserved without delay. 


_ Over 2 million ABC readers 


How 
The Reader’s Digest 
is a “best buy” — 


IN BLACK-AND-WHITE 


In cost per page per 1,000 readers, at 
rates current on Ist Sept. 1952, The 
Reader's Digest, of all magazines, is 
the cheapest for reaching : 


Over 4} million readers 


Over a million AB readers 
Over 2} million men 

Over a million ABC men 
A million ABC women 
Nearly } million AB women 


IN FULL COLOUR 
Less than 30 per cent above black- 
and-white! With this very low full- 
colour rate, see how The Reader's 
Digest compares in cost pér colour 
page per 1,000 readers: 


TOTAL 4-Colour Com 
READERS Page per 

(000s) £ 
Picture Post 6,580 1,600 
Illustrated 5,840 1,500 $/2d 
John Bull 4460 = 1,320 
Everybody's 3,540 1,100 
Reader's 


4,330 575 2/84 


WOMEN 4Colowr Con 


READERS Page per 

thousand 

(000s) £ readers 

Woman 4,790 3,000 126d 
Woman'’sOwn4,730 =. 2,100 8 lid 
Picture Post 2,930 1600 Wild 
Illustrated 2,880 1,500 105d 
John Bull 1,910 1,320 13/10d 


Everybody's 1,540 1,100 1434 
Reader's 
Digest 1,770 575 6/64 


| 


A 
# All readership figures are quoted ; 
from the Hulton Readership 
Survey 1952. The circulation of The 
Reader's Digest hes increased by 
100,000 since the field work for this 
survey wes carried out. 

s 


weer 


Reader’s Digest 


The Advertisement Director, \ 


ALBEMARLE STREET, LONDON, W.! 


GROSVENOR 4738 
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STRETCHING THE SALE OF ELASTIC BY 
TRANSFORMING THE PACK—continued 


adver 
new 

specia 
which 


paigns will be a series of 
tisements featuring both 
wks togethe and some 
Christmas appeal pages 

' still in the studio 
The anima! cards themselves 
nied a number of interesting 
problems The original 
shire pig Was so greatly ad 
nired that his omission from the 
first was unthinkable, but 
he has almost no neck at all, and 
had created the 
posed all-farmyard series it 
s found that ymomical pack 
was impossible the horse 
arched neck was inches 
than the pig Hence the 
t short-necked Richmond 
Indian elephant 
sh sheep, African 
hit ith American tortoise 
and Berkshire pig But two of 
n *very one ot the sik 
rs (verrulion, yellow, green 
pink, and orange) fit neatly 
a SiX-compartmented box 

in, x 4) in 


series 


when the artist 


Eng 


the cards 


ven there was the winding 


the smaller the card 
nds per yard, the 

time taken in winding 
bulkier the animal's 
band. On the other hand 


the larger the card the more it 
would cost: ome the size of the 
conventional board card would 
be six eS as eXpensive in 
plastic » since children’s 
knickers fj only the narrowest 
clastic, & compromise was struck 
ind the Richmond animals aver 
ige four two inches over-al! 
Finally, the plastic itself had to 
conform to a rigid specification 
For the animals would obviously 
be given to small children—and 
small children invariably do two 
things to every toy: they suck :t 
throw it on the fire 
ial card plastic had to 
ss when sucked (prefer 
irless and tasteless), 
and positively non 
nflammable (The adjective is 
strictly snomer, for true non 
inflammability scarcely exists, 
but it nerally understood to 
mean t same thing as non 
explosiv All these require 
ments are met by cellulose 
acetate. a plastic commonly used 
for teething rings. 
The success of 
animal cards 
yet to say 


stripes are 


Richmond 

and it is too early 
whether the candy 
a success, but all! the 
auguries point that way-—-lies 
partly in their attractive appear 
ince and brilliant colours, partly 
in the many uses to which they 


The introductory advertisement 
for Candy Striped cards in the 
trade press. 


can be put (for they are com- 
pletely free from advertising; 
even the makers name was 
deliberately omitted from them). 
Glued to the wallpaper they 
make unusual] and eye-catching 
friezes in nurseries and children’s 
bedrooms; they find their way 
into older boys’ and girls’ scrap- 
books; they amuse the baby; and 
not a few thousand women living 
in “digs” and hostels find that 
they liven mantelpieces and 
dressing tables 


Ocroper 23, 1952 


New classes for 
photo contest 


CLOSING DaTE for the current 
year's “British Press Pictures of 
the Year” competition organised 
by the Encyclopadia Britannica 1s 
November 17. New categories 
for entry have been announced 
as follows: 

News—pictures in which spon- 
taneity is combined with news 
value (which is defined as topical 
value on the day taken). 

Sports—action shots taken of 
sports events. 

Feature—pictures in which a 
human interest theme is the dom- 
inant factor apart from immediate 
news value. 

Descriptive—industrial pictures 
in which a trade or technical 
angle is dominant; editorial pic- 
tures of merchandise in which the 
functional angle is combined with 
sales appeal; landscape: architec- 
ture; and still life of all kinds. 

High-speed—pictures in which 
movement is represented. 

Sequences—series of black and 
white pictures built around a 
single narrative or theme. 

Portfolios—ten pigtures from 
five of the six categories news. 
sports, feature, descriptive, high- 
speed, sequence (sequence counts 
as one picture}—taken by one 
photographer, selected to show 
versatility and all round skill. 

Colour—colour transparencies 
or prints of subjects suitable for 
press reproduction. 
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60 years ago in New Zealand. 


it started with 


6 () YEARS ago John [lott started a small business in 
) Wellington, New Zealand, as representative for 
one or two newspapers. Very soon, however, he realised 
the need for specialised advertising facilities and so he did 
something that was then unique in that country. He 
offered a service to advertisers. Thus the late John [lott 
started the first general advertising agency in New Zealand. 


JON 


One man, one office, one client . . . yes, and iwe 
should add . . . one ideal. The founder's ideal 
of service to the advertiser has been the guiding 
principle at Ilotts ever since 1892. 


(Incidentally, that first client is still with us today.) 


ANNE SBURg 
45SOCia TES 


One man, one office, one client... 


As llotts prospered, so it expanded—establishing offices 
and associate oflices throughout the world. Today there 
are branches in the four main New Zealand cities, branches 
in Sydney and Melbourne and associate branches through- 
out the world. In New Zealand, a country of less than 
two million people, there are around 100 employees 
staffing head office and branches. Our London Branch 
was established 25 years ago, and at the present time 
is handling the New Zealand advertising of some fifty 
internationally known‘! nglish products. 


J. MOTT LTD., Sibert g 


NEW ZEALAND’S FIRST ADVERTISING AGENCY FOR SIXTY YEARS 


In London: Piccadilly House, 33 Regent Street, London, S.W.! 


Te-phone: Regent 1341 


| Lae 
oa 
—EEE 207 Ss ke 
| 7 
i 
a 
&§ ————s es a 
v : "<=. : 
4 J es |e 
aad a 7 ie 
: Ei?! zi . 
re Lat 
. 3 
or so 
ee iz 
| ae 
al Mae 
_ YAN ee eS ah 
le “ZA ale ete INGTON pra 
d —— x “ ma * i a eee. =3 = * = e t 
; \ 4 \Z Se 7-2 te e f a 
1 ig ——— “4 . 
ci ¢ aie zs =: = * : Ska? 2. - j 
&§ a jf} “ae . Sea pneae ae * 
: 5 i Y 3 \ af bg, a 
he 3 } = ~ rd = on, —— iorr = "Or, » a 
&*§ : ae | : me ACM LT ¢ pas, . 
| a= 8 Boe = eg 5 eae] é, N42 / ! gs 
| aa cm =a we. r¥\ . ; ta > :> gs 8 
| MS es ee 4 
3 “Ne Va SS 2 aie eo ui 
os ee ne Se i ee. - #5 a 7 
"os ee »".. 23-5 |. :eet ee ee pi 
«aii , = pee =e oe 
eee —— : 
- ee "See Se it 
: st 
= ™ " 
Thee 
. : 
See a “7 
, t=) 
NE er et : is 
-* Cf —-— ~ Tai: See — oe cies ae " 


ADVERTISER'S WEEKLY , Octroser 23, 1952 


“straight ¢ 
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HERE’S a short cut to success in poster activated by a genuine endeavour to create the best 
campaigns which concern the areas of N.W. possible ser\.ce for the advertiser. 

England, N.E. England, Scotland, Northern Nearly every important improvement 
Ireland, and Eire. The way is open to all through the in site seleccion, the design of structures and the 
DAVID ALLEN «rvice in these areas. Throughout physical work of posting, has been pioneered by 
these territories you will find standards of posting DAVID AILENS. Inevitably, the additional value 
considerably higher than average — a happy condition __ given to advertisers has been reflected in site prices but 
which owes little to the exigencies of the present-day. the Company has always been at pains to point out 
It is rather the result of vigorous action pursued by the true economy of good sites when based on effective 
DAVID ALLENS over many years and a policy display, increased viewership, and not least, lower bill 
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m past the big Bovril poster 


turning left at Blue Gillette ... and right at Esso 
on past Heinz... and V.P. Wines 

you can’t miss ’em theyre on David Allens sites 
and there, friend... under an inverted Kinkajou 


ts the embarkation point 


»”»> 


for omnibus 42... 


costs. (At today’s prices, as much as 1§- per 16 sheet 
bill, renewals are a major consideration when basing 
price comparisons for sites.) 

Enterprise on behalf of the advertiser 
and co-operation with the planning authorities 
are the keynotes of the DAVID ALLEN service 
—and all activities in the field are supported by 
a first-class administrative system. The Company 
offers unrivalled service to advertisers and agents 
in important industrial areas and is always ready 


to assist with information or advice on outdoor 
display matters. 


DAVID ALLENS 


Head Office: David Allen & Sons, Ltd., 7 Buckingham 
Palace Gardens, London, S.W.1. Telephone: Sloane 0711. 
Telegrams: Advancement, Sowest, London. Area Offices in 
Liverpool, Newcastle upon Tyne, Glasgow, Edinburgh, 
Belfast and Dublin. 
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Particularly the 
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DERBY EVENING TELEGRAPH 


ARMEL! 


R_H. Penney, 


rissement tor 


NORTHCLIFFE NEWSPAPERS GROUP LTD. 
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BRIAN HILTON, in Spotlight on House Organs, 


warns industrial editors against shutting their eyes 


to conflicts and arguments, comments upon which 


He concludes that 


The price of timidness is 
loss of readers’ respect 


HIS little story just 

how careful one has to be. 

An industria! journalist friend 
of mine was asked to write an 
article for a certain biggish house 
organ, but it had to be dome very 
quickly. Asking why the haste 
for what seemed to be a quite 
ordinary sort of article, he was 
told that an article on the sub- 
ject had already been written and 
before publication it Was sub- 
mitted to the Joint Production 
Committee at the works. Certain 
members of the Committee were 
so incensed by the tone of the 
article that they threatened im- 
mediate resignation. So another 
article had hastily to be written 
to placate them 

Reminds you of the Daily Mail 
office in 1926, doesn’t it, when the 
printers went on strike because they 
disapproved of the leading article, 
and started the great national strike 
of that year. 

I don't know the facts 
case, but as a_ general 
editors ought to be 
provocative, though 
sive or unjust. If the editor himself 
feels it better not to take sides on 
any particular issue which is causing 
controversy, he ough! to encourage 


of this 
—— 
reasonably 
neither offen- 


the contestants to st their views 
in the journal under the customary 
rules and with the usual editorial 
disclaimer imal = which 


umidly ignores argun 
flicts as if they did 


nts and con- 
1Of exist can- 


not hope for the interest or the 
respect of its readers 
* * . 

It HAS BECOME of the func- 
tions of the emp! e journal to 
bring home to w rs (including 
salesmen) the nec v for greater 
effort to meet compctition This 
is usually better d by narrative 
than by exhort One of the 
few house organs which is tackling 
the new trade p 1s effectively 
is Contact Mure of Thomas 
French & Sons | makers of 


Rufflette curtain t 

Contact carries 
(it 1S a Newspaper 
competition thre the Middle 
East.” It is a rey by an export 
department repres ve on his re- 


nt page story 
ded “German 


cent tour of the M ‘dle East. A 
personal report f a man they 
all know is wort! the exhorta- 
tions from Whit 

* * 7 


GAS UNDERTAK 
encouraged by ( 
and Power to « 


are not being 
nistry of Fuel 
pliances using 


gas, which tend nake working 
m some gas show ns rather bor- 
ing at the mo Nevertheless 
the staff jour published by 
several board a very high 
journalistic st they keep the 
pot boiling 

Among tt! f those using 
newspaper { Contact News 


shows” 


published by the Watford division 
of the Eastern Gas Board. What 
I like about it is that the editor 
uses newspaper layout with convic- 
tion, and with skill; this is not one 
of those journals which employ 
newspaper format and then refine 
the headlines to class magazine 
standards. Cheltenham and Grot 
make this newspaper look like a 
newspaper, and a very vigorous one 
at that. The editor does not hesi- 
tate to use a, variety of text faces 
for bold passages and items in 
boxes and thus gives his readers 
what they txpect to find in a news- 
paper-—guts! 
* 


* * 
MANY STAFF journals run snap- 
shot competitions, with more or 


less success. They do this because 
they know that most people take 
snaps. Yet surprisingly few journals 
try to help their readers to produce 
better photographs. A series of 
articles on such matters as compo- 
sition, lighting, and posing, written 
in simple terms by somebody w 

really knows what he is talking 
about could easily be syndicated 
and I am sure would be welcomed 
by thousands of readers. The time 
to publish such articles is the spring. 

. _ 

One ov THE lusher house organs, 
Hawker Siddeley Review, achieved 
in September one of its happiest 
colour combinations: black for 
text and pictures, a burgundy red 
for headlines and a brilliant yellow 
on one cight-page forme 

* * 


Not so very long ago that The 
Times hardly ever used a headline 
bigger than single column. Those 
days are recalled to my mind by 
Port Sunlight News, a staff maga- 
zine whose editorial presentation is 
so restrained and unimaginative as 
to seem old-fashioned. I agree that 
excitability is not an essential quality 
in a house journal, but the modern 
technique is to “edit-up,” even if 
that in a particular case means only 
the effective use of white space to 
evoke interest or lay emphasis. 

For example, a double-spread 
article has its heading “Introduction 
to Adventure” set in a double line 
single column in 18 pt. Bodoni 
Bold caps, with no sub-heads, no 
blurb, and no cross-heads. There 
is a small static picture of a tarn 
sitting on top of the heading, and 
a row of six small single column 
pictures of boys adventurously 
engaged across the bottom of the 
two pages. Such a layout does not 
suggest that the editor believes ad- 
venturousness to be cither desirable 
or dynamic. 

Another double spread carries a 
headline “Cambridge Springtime” 
in 18 pt. upper and lower. There 
is a ten line blurb in 10 pt. Bodoni 
light italic, a small squared up head 
of the author and one uncaptioned 
double column picture of daffodils 
in a copse 
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8.000 


coples 


weekly 


BRIETPISH 
MEDICAL JOURNAL 


Published by the British Medical Association, 
this offers a LOO”, coverage of the medical 
profession. 

It is the ideal medium for all pharmaceutical 
and surgical manufacturers and also for 
national products that are of use to a doctor 


professionally, or in his home life. 


£136 a page ordinary position. 


£176 a page special position. 


The BRITISH MEDICAL JOURNAL is a campaign in itself 


er . ——c. 


Phe British Medical Association also publishes a comprehensive list of <pecialist journals. If you would 
hike a copy of the cocenthly revised booklet,** The Journals of the Brith Medical Association,” which 
enumerates the nteen weekly, monthly and quarterly journals aud gives details regarding rates, 
mechanical data . please write or phone to: —-The Advertisement Direetor, Advertisement 


Department, | \! \. House, Tavistock Square, London, W.C.] lelephone No. Euston 4499. 
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ADVERTISER'S WEEKLY 


SURVEY OF THE MEDICAL, NURSING 
AND PHARMACEUTICAL PRESS 


Health Service pushed up advertising 
or ‘ethical’ proprietaries 


Ministry of Health action in circulating doctors with a list of proprietary medicines which are advertised and which, 
therefore, are not recommended for prescription, has added importance to the “ethical” proprietary medicines. As a 


result advertising campaigns for these products, 
a 


QE of the pleasant after- introduction 


maths of the introduction service. Up to that time there had 
of the National Health Service been effective machinery to per- 
suade chemists 
dispense the cheapest drugs. With 
‘ the introduction of the new ser- 
pharmaceuticals’—ethical not yice and free 
because they are necessarily the number 
any better than what we used handled annually rose steeply 
to know as “patent medicines” the same time 
but because they are not adver- a —— cheap” 

. — OWar>ras ened 

tised to the public and do not would spread to all these new 
prescriptions, Knowing that there 
was already a strong preference 
right, namely to decide what is among doctors 
ducts whose quality was guaran- 
Publicity for ethical pharma- teed by branding, manufacturers 


has been the increase in adver- 
tising of the so-called “ethical 


infringe upon what the doctors 
consider to be their ethical 


best for the patient. 


New Peptic Ulcer Treatment -- 
Comparable to Drip Therapy = 
Whole milk and sikalme con- wo gee eS =-\ 


sutuents combine to produce 
incressed buffering action 


NULACIN =. 


MORLICKS LIMITED, PHARMACEUTICAL DIVISION, SLOUGH, pecs 


Horlicks, in the Nulacin ad. above, present their 
(in the “British Medical Journal”) as doctors wou 


Facts are told in the form of a research report 
jrom the “Pharmaceutical Journal” (right) the 
Chemists are told about the product and its pri 


stock it so that they can supply it on prescri; 


ceuticals, is, by this definition stepped uy 


restricted to a limited number of = expenditure 


specialised journals, to direct mail The succe 
based on a list that includes no indicated m: 


members of the lay public, and figures but 


to shop window displays which  tinuance of 
must of necessity be unambitious ethical phar 
To attribute reasons for the spheres allow 
is 


increase in expenditure on the fact some 
advertising of ethical products 1t contro! of 


is necessary to go back to the ethical advert 


tory to the doctors 


tain is completed 
erties and asked to 


in the last two years. 


As a result of the findings of an 
official committee published in 
1950 the medical profession was 
advised not to prescribe medi- 
cines that were advertised to the 
public (though there was no 
clear regulation to the contrary 
and doctors were left a free 
choice). The Ministry of Health 
promptly compiled and sent to 
every national health doctor a 
list of all medicines which, in its 
view, are advertised to the public. 
In the compilation of this list, 
the Ministry announced at the 
time, it was guided by the fact 
that there was specialist public to 
which even manufacturers of 
ethical products must advertise 
This public was more closely 
defined to consist of hospital 
authorities, registered medical 
practitioners, nurses, pharmacists 
and authorised sellers of poison, 
suppliers of surgica! appliances, 
dental practitioners, and veteri- 
nary surgeons. 
Circulations 


are up too 
It is the journals covering these 
readers that have benefited most 


from the increase in advertising 
expenditure. There has also been 
a noticeable trend towards higher 
circulations that followed on the 


introduction of the health service. 
Two reasons are advanced for 


When 
vitamin A’ 


is indicated 


‘Ro-AVIT | 


confined to the medical, nursing and pharmaceutical press, has shown 


this: that people have to keep 
informed of the doings and regu- 
lations of the Ministry of Health 
which now governs their activities 
so closely, and the controversy 
which arose at the inception of 
the service and which re-appears 
now over all kinds of detail, in 
the administration of the various 
branches. 

What are the journals that 
cover these fields? Broadly they 
can be divided into five groups, 
though there are bound to be 
many publications that fall into 
more than one or which cannot 
accurately be pigeonholed into 
any 

First there are the highly tech- 
nical publications directed to 
doctors in which the use of 
various drugs is discussed as part 
of the normal editorial function, 
There are a number of general 
journals in this category as well 
as publications which specialise 
in distinct aspects of medical 
science 

Hospital staff and authorities 
are catered for in a second group. 

A third group covers specialists 
such as dentists, chiropodists, 
veterinary surgeons and a large 
number of medical auxiliaries. 

Nurses, mid-wives and trained 
first-aid administrators can be 
reached through a fourth group 
of papers. 

Finally there js a group which 
reaches, not the prescribers of 
medicines, nor the administrators, 
but the pharmacists and chemists 
who dispense prescriptions (gene- 
rally for the payment of only Is.) ~ 
and sell medicines across the 
counter . 

Advertising campaigns for 
ethical pharmaceutical prepara- 
tions are all concentrated jn these 
five groups of media. In the first 
group the objective of advertise- 
ments is to correlate a brand 
name with the generic terms used 
in the editorial discussions of 
drugs and medicines In the 
second, third and fourth the 
readers are both users of al! kinds 
of pharmaceutical preparations 
and in a position to recomme 
or prescribe 

Readers of the last category 
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ADVERTISER'S WEEK! Y 


MEDICINE 
ILLUSTRATED 
Compiled ander the direction 


of leading members of the 
Medical Profession. 


Combines profuse detailed 
illustration with modern 
methods of production to 
present authoritative 
clinical articles, with the 
emphasis on therapeutics, 
to the busy doctor. 

The ideal field ie de 
manufacturer of ethical 
pharmaceuticals, surgical 
instruments and appliances 
who wish to keep the 
medical profession in- 
formed of their current 
developments. 


Specimen copy and rates on 
application to the 
publishers 


HARVEV4 BLITHE 
LIMITED 
212 SHAFTESBURY AVENUE 
LONDON, W.C.2 
Tel. TEMPLE BAR 3087 


use the 
journal 

read by over 
30,000 
nurses & 
first-aiders 


“FIRST AID & 
NURSING” 


reaches the first aid and nursing 
personnel and organisers of the 
BRITISH RED CROSS SOCIETY 
ST JOHN AMBULANCE BRIGADE 
BRITISH RAILWAYS 

NATIONAL COAL BOARD 
LONDON TRANSPORT 

FIRE SERVICE DEPARTMENT 
POLICE 

re ave o tenon 

, ETc. ere 


The chon Manager will be 
pleased to send you a specimen copy and 
advertisement rates. Phone MONarch 
S41, or ccs to KN, Finsbury Square 


of consumer 
| 


HENDON 
BILLPOSTING 
COMPANY 


57 SPRING STREET w 2. 
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SING AND PHARMACEUTICAL PRESS 


—continued 


ive groups of journals carry ads. for 


‘ethical’ proprietaries 


! papers are of course particu- 
itly Valuable prospects in that 
icy Often have to interpret a 
escription which does not speci 
y any particular brand. It is only 
this medium that the advertiser 
vormal  hard-selling 
No longer is he per- 
one to prescribe. 
is to ensure 
product. a 
isic pr mary to every adver 
ng campaign 
Now t us 
representative 


fistribu 


a few 
selected 


look at 
papers 
mm these five categories 


General 
medical journals 


Among the general medical 
journals) fhe British Medical 
Journal and The Lancet are, of 
course, well known, Both are 
published weekly. 

Circulation of the B.MJ. 1s 
18.000 and this covers not only 
the Medical profession, but also 
public and industrial health 
officers. universities etc. Adver 
tisers are mainiy makers of 
pharmaceuticals, surgical instru 
ments, medical publishers etc., 
but the imal will also accept 
general advertising for all kinds 
products. Com 
uublications, also pub 
the British Medical 
include the British 
Industrial Medicine, 
he Brit Journal of Ophthalm 
logy, the British Journal of 
Social Medicine the Journal of 
Clinical Pathology, the British 
Heart Journal, the Journal of 
Neurology. the British Journal of 
Pharmacology and Chemotherapy, 
ind Annals of the Rheumatic 
Diseases 

These are specialist journals 
lirected a: specialist doctors 
Another example of this kind of 
sublication is Rheumatism, 1,500 
comes of which go each quarter 
to rheumatologists in the medical 
profession 

Medicine Illustrated is another 

urnal which covers the general 
eld It is designed to appeal 
particularly to the present-day 
busy doctor British Medical 
Bulletin, a British Council pub 
cation, prints 5,000 copies per 
ssue which are distributed in 
Britain and in nearly every 
ountry in the world Post- 
vraduate Medical Journal is 
inother example of the general 
vpe of publication. Circulation 
s 3,000 


Coverage 
of hospitals 


Many of the gencral-coverage 
journals go to hospitals and other 
nstitutions. A number of publi- 


panion 
ished by 
\ssociatio 
Journal of 


cations which specialise in. this 
field are, however, worth men- 
tioning They include Hospital 
& Health Management, Hospital 


Officer, and Medical Officer. 


For medical 
auxiliaries 
The third group mentioned 


above includes a large number 
of journals devoted to specialists 


ments, industrial first-aid attend- 
ants and doctors and chemists. 
The journal was at one time the 
official organ of the St. John's 
organisation but relinquished 
this status in order to serve all 
first-aid movements in 
country The Review of 
Order of St. John has taken its 
place as the official organ. 
Finally. the journals directed 
at the retail pharmacist: Two of 
the most important are the 
Pharmaceutical Journal, pub- 
lished by the Pharmaceutical 
Society of Great Britain which is 


* 


Sale of medicines 
to doctors is rela 
tively small, but 
auxiliaries such as 
chiropodists are a 
worth-while 
market 


* 


THE RADIAN RANGE 
IN CHIROPODY 


The Radion * pny Ep ye © Doth ta: 


RADIAN B 6 an aspen Beret beument widety and cMocuvel ed 
of rhe urmatac 
and gwollee anh ins which, by making the poten! walk boty 

when (atspued, are the cause of otter (rowbies 

RADIAN MASSAGE CREAM «hich o 


sighaty when first epplied 
RADIAN mye = BATH SALTS used aso 
and 


pei 
other Redinn Protas ts whch penetrare 


df 78 UPPER RICHMOND ROAD, LONDON. 5 Ww IS 
a 
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from adiments wf the feet ~ hat 
ws chrepodie's 
Se Oat fp exten gmecd 
pnet bone — reel from per we 
atoms 


coe dines itm recomawoded 1G reiveve the beg 


hh heals bromes nother: 


Prehromary a ine femslaet 
im reheving. and axcleraic the a ton of the 


Petectere! wemeies smetabiin ont, frme tht amor var ee 


dentists and chir- 
opodists. The British Veterinary 
Journal, for example, has a 
world-wide circulation and one 
of its editors. Professor Sir 
Thomas Dalling. is chief veterin- 
ary officer to the World Food 
Organisation Ch 
covered by two \ 
Chiropodist and 
Review 


such as vets., 


Chiropody 


Nurses, midwives 

and first-aiders 

Among journals directed to 
nurses mention be made 
of Nursine Times journal of 
the Royal College of Nursing. 
Circulation is fully paid (Le, not 
distributed free to college Mem- 
bers) and covers bes des college 
members, many nurses in 
various genera! specialised 
jobs. Midwives a nong those 
who read the paper but a 
specialist paper, VM ives Chron- 
icle & Nursine Ne caters par- 
ticularly for this class of aunxili- 
ary Circulatio 4,000 and 
advertisements c such pro- 
ducts as might w be recom- 
mended by mid es to new 
mothers (baby ds, nursery 
requisites. etc.) 

In the first-aid fed one of the 
leading journals First Aid & 
Nursing With rculation of 
approaching 91%) nong ¢execu- 
tives. officers ar nbers of the 
St John’s An vce Brigade 
and British R Cross move- 


the statutory governing body for 
all pharmacists, and Chemist & 
Drugeist. 

The Pharmaceutical Journal 
devotes considerable space to 
the business of the Society and to 
National Health matters, but its 
main section consists of practical 
articles of interest to the pharma- 
cist and designed to keep him 
abreast of modern developments 
and techniques. Circulation of 
the Chemist & Druggist (11,000 
copies weekly) covers a slightly 
different field Besides _ the 
chemists, photographic dealers, 
wholesalers and merchants, it 
goes to manufacturers of pharma- 
ceutical and toiletry products 
and brokers in chemicals, drugs, 
etc. Advertisements are similarly 
of two separate categories. The 
journal also publishes the 
monthly Export Review of the 
British Drug & Chemical Indus- 
tries (circulation 5,000 copies). 


: 

‘Hospitals Year book’ 

New edition of Hospitals Year 
Book (Institute of Hospital Adminis- 
stration, 45s.) provides a complete 
guide to all Regional Hospital 
Boards, boards of governors of 
Teaching Hospitals, Hospital Man- 
agement Committees, boards of 
management, and to the individual 
hospitals under these authorities, 
together with details of their senior 
officers and also of  joint-user 
arrangements with local authorities. 
Details are also given of hospitals 
remaining outside the National 
Health Service. 
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ADVERTISER'S WEEKLY 


ESSENTIAL PUBLICATION 


for the Medical and Dental Professions 


The periodicals published by John Wright & Sons are 
all leaders in their particular specialties, with reputa- 
tions built up by the standard of the articles and the 
quality of production, supported of course by the 
announcements of discriminating advertisers. 


THE BRITISH JOURNAL OF SURGERY 


Acknowledged to be the outstanding genera! surgical journal in the 
world. Fully illustrated in line, half-tone, and colour. Now 
published six times a year. 63s. per annum, single copies 12s. 64. 


THE JOURNAL OF 
THE FACULTY OF RADIOLOGISTS 


Produced in first-class style on art-paper and lavishly illustrated. 
It has steadily increased its circulation with each successive number 
and its authoritative articles have secured for this journal an inter- 
nationa! reputation. 42s. per annum, single copies 12s. 6d. 


THE MEDICAL ANNUAL 


The next issue early in 1953 will be the 7ist, and its popularity 


remains undiminished. Indeed as a reference work it is consulted 
throughout the year so that advertisements have an unusually long 
life. 27s. 6d., 25s. by subscription. 


THE DENTAL PRACTITIONER 
Now in its third year, this monthly journal was immediately accorded 
an enthusiastic reception by all branches of the profession—surgeons, 
technicians, manufacturers, laboratories, and dental nurses. Modern 
in style and fully illustrated. 21s. per annum, single copies 2s. 


Please apply for specimens and rate cards to 
the publishers, as below 


JOHN WRIGHT & SONS LTD., BRISTOL 


THE 
PHARMACEUTICAL JOURNAL 
tablished 1841 


OFFICIAL ORG \N ©) THE PHARMACEUTICAL SOCIETY 
OF GREAT BRITAIN 


Supplies an esse: 11 news service in every branch 
of pharmacy. 

Has an A.BC. ¢culation (Jan.—June 1952) of 
28,239 copies each week. 

Provides c: mplete coverage of the 15,000 retail 
pharmacies, manufacturers and 


wholesalers and hospitals in Great 
Britain. 


Supports fully and interprets strictly the British 
Code of Standards thus maintaining 
a high level of advertising. 


Is read by more buyers of pharmaceuticals and re- 
lated products than any other journal 
in the field (Hulton Press Survey). 


Space enquiries to 


ADVERTISEMENT MANAGER 
33 BEDFORD PLACE, LONDON, W.C.1 
Telephone CHAncery 6388 


reminder... 


THE CHEMIST AND DRUGGIST 
will re-appear in “ quarto” size with the 
first issue of 1953. 


The return of The ** C & D” to ** quarto” size meets 
the demand continually being received from advertisers 
for larger display space, with better facilities for more 
effective presentation of advertisements. 


Publication of THE CHEMIST AND DRUGGIST 
in the “quarto” size will start with the issue of 
January 3, 1953, when a revised scale of advertise- 
ment charges will become effective. 


New tariff and particulars of new advertisement sizes 
are obtainable from the Publishe: 


For Retailer, Wholesaler and Manuf. ‘turer 


28 ESSEX STREET, STRAND, LONDON, W.C.2 
CENTRAL 6565 


The 
CHEMIST ano DRUGGIST 


Reach the nurses with 


influence through 
the 


NURSING 
TIMES 


Official journal of the 
Royal College of Nursing 


(largest association of trained nurses 
in the country) 


Published weekly by 


MACMILLAN & CO, LTD. 


St. Martin’s Street, London, W.C.2 
Whiltehall 8831 
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DISPLAY, PACKAGING, POINT-OF-SALE 


TIYHE peak of the post-war be among the 19 unsuccessfuls if 


passed, Two years ago spokes takes short cuts to avoid adding 
men of the trade were saying to his overheads, and (if he is 


that, unless costs were reduced 


EXHIBITION GOOSE SUFFERS FROM * 
QUOTES’ AND ‘CHRONIC OV ERTIME 


—says JACK EWINS, of John Edgington & Co- 


qibitien boom tes bedeetiienee li cecchdis, He Ltd., exhibition constructors. These are ... 


Octroper 23, 1952 


TOO MANY 


the lucky one) he has to cast THE REMEDIES PRESCRIBED 


aroundefor some way of covering 


the various sections of the ex the extras after the contract has 


» profitable eggs tempted to call it a day. Yet 
That was two years ago. Prices there i$ a secondary ailment 


Hon goose js not dead: but it no Would benefit from an examina 


onger lays eggs tion 


trade try to tell the client-—the What then are the causes of 


hibition trade would kill been agreed @ Exhibitors, designers and constructors should get together 
between them—-a goose that Having diagnosed the most to find means of reducing the number of quotations 
had been prolific in laying serious complaint, we might be requested and not subsequently followed up. 


“ have not fallen, and the exhibi known as “chronic overtime” that @ More time should be allowed for work on site. 


What has happened? Repre If overtime is, as I believe, one e Design werk should be started - carly > possible, ond 
sentatives of each section of the of the main causes of high prices alterations kept to the minimum. 


AULD AGNLSAAADRRONLSARAYSSARSHUAAA R44 Lalu PGRN HUI IANSPAH add 


exhibito that the other sections overtime? Three are worth men AHS ANALG ENS LUL 
are at fault The sick goose is toning 
passed from hand to hand, in 1. The limited (and decreasing) 
stead of being placed in the tume allowed by organisers for spate of last minute overtime that 
middle of a trade circle to be work on site clients (and constructors) so 
cxamined and jointly discussed 2. Changes of mind and last dislike 

If the exhibition trade were to ™inute thoughts by clients and 3. Late start and indecision by 


perform such an examination ¢signers. All alterations and exhibitor. When an exhibitor 
they would discover that the in-  44ditions not quoted for (and has no advertising manager or 
dustry is suffering from more this can include anything from a other person directly responsible 

one ailment. By far the hat and coat hook to an addi for exhrbiting, the sales manager, 
most dangerous, however, is the "onal office) are listed by the or director handling the arrange- 
ene that might be labelled “Too Mtractor and commenced only — ments, does not always appreciate 


arya eee 


: 11 

4 many quotes chasing too few when al! contract work is com the urgency of the decisions to 
stand ; pleted. And that, incidentally be made 

it is a reason for high costs for '% Very often the cause of the Before concluding this examin 


which not only all sections of the 


PITTITTITITITITITITIITITITTTITLITTTTTTTTTTTLTTiTTiTriTiTirriiririt tl 
trade, but the exhibitors as well H : 
are yartly responsible So let : » | ill | : 
us camauine the responsibility of : I ears proc ucts wi carol on 
each in turn : : 

the Christmas tree 

EXHIBITORS . 2 

Some exhibitors call for as Z i 
many as 20 designs and estimates 
) for each stand. They do not, or 
wi not, realise that the time 

bs ie spent preparing the 19 unsuccess 
ful ones will only increase each 

- construc s overheads and, ult 


mately, his charges to his clients 


DESIGNERS (free-lance) 

A designer, knowing that hx 
probably only one of o 
approached does a urried 
sketch without much det 
asks a constructor (or more like 
constructors—-thus adding 
scramble) to tender for bu 
his design When the desig 


secures the commission, he 
in and elaborates the stand 
the pov of the exhibitor, but « 
Sternation of the constructor w 


has to stick to an agreed 


This ingenious point-of-sale Christmas atiraction for A F. Pears Lid. 

CONSTRUCTORS has been produced by Mather & Crowther Lid. De , : four colours 

A constructor ws hurned it consists of a set of paper — singers so consiris » fit over the 

giving a quick quote varie us Pears produc ts. W he re ine music would norn e. the fanciful 
sonesters hold a ticket bearing the words “I From 

and quote if he has a so that names of the donor and recipier n be f ind the whole 


section) by the Do this device employed to brighten up the Christma ee e little figures 
‘ hurry. old boy and I'll se stand against a seasonal background of ure to be set 
all right” tactics, and the } out in coniunction with a display piece | f neers holding 


ledge that he is just as like a sandwich board) giving the prices of the products 


ation, it might be as well to 
mention, just briefly, two factors 
that do on occasions add to the 
cost of a stand. As the two 
factors are agents’ and designers’ 
fees and commission, it would, 
perhaps, be advisable to assure 
agents and designers that they are 
not regarded as ailments or 
diseases afflicting the exhibition 
goose 

As exhibiting ss only a part of 
a complete advertising campaign, 
the advice and guidance of the 
agent is as essential on this as 
on any other feature of the cam- 
paign. The agent may provide 
the design, or his services may 
amount to no more than an 
introduction, This introduction, 
valuable though it is to the con- 
tractor is—at 10 per cent or 15 
per cent—a lot of money for a 
little service, 

Where a free lance is com- 
missioned, the client must be 
prepared to pay for the design 
and the time the designer spent 
on research and “assimilation of 
atmosphere” —-sophistications that 
the contractor dare not ask time, 
let alone money, for 

Having examined the reasons 
for the high cost of exhibiting, 
how much nearer are we to find- 
ing a solution to the problem of 
reducing them? Just this much 
if exhibitors and all sections of 
the trade were to accept these 
reasons as reasons, and not as 
excuses, we could then see clearly 
just what each of us have to do 

The next essential would be an 
act of faith. Then, maybe, the 
designers, agents, organisers, con- 
tractors and, of course, the 
exhibitors would learn to trust 
each other again. By that time 
the goose might again lay 
though the eggs would probably 
be only gilded, with so many to 
share the omelette. 


—— te ma 


{ , 
a” 
a 
ay 
: ———————————————— 
f 
io 
| & 
. | 
i, | | 
q ~ 
, f 
ee ee 1 
i. : 
is = 2 
ei J | | 
aa | 
Pe —“C:SCSSCis NS t 
9: 
3 | 
a 
~ | | 
< ili } 
mn | 
ne ) 
es! i : | 
tg | 
‘ i} 
eo 
ae 
' 
! 
. i 
2g ae ( ~ oy : “4 
| : ——, . = 
~ ee 2S | Ane 
; ~ se 
A d y ee Pew (unlien! 
| $ ~ SP 
, a oF te: 
7 “ sh w < » . 
se } a ' avs Sage 
— were Deane Sia 
' 7 - “- ; 
> ee ay ae 
—_— 
ee 
j 
| 
‘ a oye “ - ae Go eee RIS: ES GE ae eee ~*~ as ea eee ee oe 


Ocroper 23, 1952 ADVERTISER'S WEEKLY 


Visplay Craft ltd 


OFFER AN UNRIVALLED SERVICE IN 
SILK SCREEN PRINTING 


These ingenious Crowners, Cut-outs, and Sales Aids are produced 
in bulk (quantities of 500 to 50,000) they are typical of the quality 
display material we are making month by th for fi 
National Advertisers. They pack quite flat for easy despatch and 
can be erected in a moment. Prices are reasonable and highly com- 
petitive. The quality of the printing is superb, and deliveries of 
sales aids such as these can be made within two to three weeks of 
the receipt of order. 


DISPLAY CRAFT LTD. OSes 


tg ey ll 9 nla eine eg 


Poem 


LYONS JAKKOLATES 


: 1 ie 
= \ AN 
ee 4 i iy 
i ‘ 7 f 
| 
; ct ay» am a 
/ : , ae nee: 
by , fin v ia f a . et. Ate } e 
| € * iy He ae. oe 994 eS 
et 2. . * “ } er S 
‘ a7 29 Se aS @ 
a ie 0 . ‘ 4 vers - . : 
os, if’ = : : Tigi) KIPPeRs 2 
: at >" * ay f ay ih ~ A tlhe iy sn je J 
oa PS ‘) eS . *. een % 7 at, . 
4 A m Cae 
w ; oe / re 
; | \ oe ¢ . ‘ * 
a A be _ 
| : , ee | 
: i Fe 
; 4 H ; 
- 4. tg 
a Pe 
: Bras ee | mw 
j ‘ ~ - ee 
E a's H a 
a - = PY | 2 
| A \ — 
~ ee ee 
7 : 3 
| © ir — 
/ a 
: . \ =a ne 
r PA a , FF PF ¥ ash bs ' 
ps : . 5 : — ’ . oo a 
P L Sf ne ri oll x or 
. a | ae Se * 
By : ‘a 2 od R y = . : 4 ae 
UP . i? ; “Gi - ZB WY > i ia Mt 
je a — ¥ 
: F IY R; Cig a 
é } i big : " 
a . WG 
i Le ae 
| me 
‘iy a 
we a . i ra Bd, 


ADVERTISER'S WEEKL » 


The most comprehensive range of real photographic enlargements 
of Royal Portraits by leading Court Photographers is offered by Autotype. 
Available in all sizes for display purposes in sepia, black, or full 
colour or as trans sparencies. ( Early application is essential 
for colour). Ask now for illustrated folder and price list. 


AUTOTYPE# 


(Most of the really good enlargements are made by Autotype) 


The Autotype Company Limited, Brownlow Road 
West Ealing, London, W.13. EALing 2691-2-3 


Kind hearts and 
Coronations ... 


The problem of what to give at Coronation 
time is one that will occupy all your 
attention during the next few months. 
It is essential that the gift should be 
appropriate to the occasion, and what 
could be more appropriate than a map of 
London showing the Coronation route? 
We welcome trade enquiries and would, 
at the same time, draw your attention to 
our wide range of motoring maps available 
in a variety of « inations and covers. 
These will mak 


xcellent goodwill 
Christmas gifts 


FOLDEX LTD., ONDON, S.E.22 
TELEPHONE: REST HILL 3417 


Review of Packaging 


Octoser 23, 


Effect of chlorophyll on 
a pack designer 


IGHT now the manufac- 

/turers of Kolynos are 
conducting a nation-wide ad- 
vertising campaign to tell the 
world what “nature's green 


stuff” can do to make their 
lives sweeter, cleaner and more 
full of sparkle. But, alas, the 


This is the pedestrian manner in 
which most brands offer their 
toothpaste to the customer... . 


only effect miraculous chloro- 
phyll has had on Kolynos’s 
designer is to enable him to 
snore on, happy in the belief 
that the only way to design a 
toothpaste carton is to letter 
the brand name plainly along 
the sides. 

True, this is the pedestrian 


manner in which most competi- 
tive brands offer ther toothpaste 
to the customer it to-day's 
marketing prizes go to those who 


lead, not to those who follow 

Perhaps Kolynos believe that 
the current fashion is the only 
possible one: this is as reasonable 
as thinking that a lity chair is 
the only possible shape for a 
chair 

The carton need not be rect- 
angular, it could triangular, 


the background need not 
plain; it could be patterned: 
there could be illustrations 


The possibilities are endless. And 


By RONALD 


VICKERS 


a new product deserves a new 
pack. 
* * * 

THe market for shampoo pre- 
parations, like the market for 
toothpaste, is no place for half 
hearted selling methods There 
are plenty of big guns ready and 
willing to shoot down any new 
contestant whose product jis not 
well conceived, well advertised 
and well packaged. 

There is not, | think. much 
danger of the new Ton: product 
White Rain, being flattened by 
the enemy fire because | is 
based on an idea which makes 
direct comparison of the product 
with competitors virtually impos- 
sible. It is so different in con- 
ception that distinctiveness of 
presentation comes naturally and 
without stretching the imagina 
thon. 

Fortunately Toni were not so 
carried away by the pictorial 
imagery of their packaging that 
they forgot to investigate the 
practical details that make for 
easy handling and consumer con- 
venience. Consumer tests were 
carried out to ascertain the quan- 
tity of shampoo generally liked 
for a single hair wash, and to 
find out how this type of pack 
would be received by the poten- 
tial buyers 

The pack adopted is made from 
Pliofilm laminated to cellulose 
acetate and was designed by 
Robinsons of Bristol in conjunc- 
tion with Toni 

The blue surface design is also 
used on the bottles in which 
larger quantities are packed 
Adapted from the American 
original, this raindrop pattern 
shows up extremely well! against 
the silky white background of 
the product. The design of this 
packaging, and of the display 
outer, shows clearly just how 
much an imaginative name can 
help the designer to produce a 
winner, Instead of merely follow- 
ing in the tradition set up by 


Not much in 
danger of being 
flattened by enemy 
fire because direct 
comparison is vir- 
tually impossible 
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A satistactory solution to a difficult problem: Three stages in the 
developmem of Batgers’ Chinese Figs pack. 


competitors—as did the Kolynos 
designer—he was enabled to go 
ahead and create a White Rain 
pack, not just another shampoo 
pack. 
* * 

WHEN, AFTER a lapse of ten 
years, Batgers were able to 
resume manufacture of their 
Chinese Figs they were faced 
with something of a dilemma. 
If they packed them in the 
wooden drum used before the 
war this would compare un- 
favourably, both in cost and dis- 
play value, with competitive 
articles. Besides it would appear 
old-fashioned if not meaningless 
to the younger generation who 


The end of the tube is inserted 
into a scored slit along the apex 
of its carton. 


had no acquaintance with the 
product. 

On the other hand to go in for 
a modern design might mean 
losing much of the goodwill 
built up by advertising and sales 
before the war. 

Batgers answer to this prob- 
lem was to introduce a new 
design in stages maintaining all 
the time a recognisable link with 
the past. 

A flat box has been adopted, 
making for easy handling and 


SILK SCREEN 
PRINTING 
D5 YEARS EXPERIENCE 

AT YOUR SERVICE 
CLARKE BROS 


giving plenty of scope for dis- 
play. The surface design first 
used was closer in character to 
the pre-war pack; this has now 
been modified to give greater 
legibility and a more modern 
style. The background is light 
brown with a grain effect remini- 
scent of the original wooden box, 
red lettering and grey sub-titles 
completing a layout which is 
warm and dignified. (How 
seldom warmth and dignity are 
found together!) 

A very satisfactory solution to 
a difficult problem. 

* * * 

No Housewire who makes her 
custard from the contents of the 
latest Symington pack need lack 
something bright and colourful 
to look at whilst the milk is com- 
ing to the boil. In addition to the 
recipe there is one picture show- 
ing the custard being made, 
another showing the eaters spoon 
about to take the first appetising 
mouthful from a glass dish. a 
cartoon of Symingtons little 
figure “Soupy.” and a basic 
oan of red, yellow and dark 

ue. 


Being placed around the side 
of a fairly large cylindrical con- 
tainer these varied constituents 
of the layout do not interfere 
with each other and the general 
effect is one of brightness and 
appetite appeal 

* * . 

THE TRIANGULAR carton just 
adopted by Properts for their 
shoe cream has at least one very 
distinct advantage. It can easily 
be converted into a counter 
display that actually takes up no 
more space than the pack itself. 
This is done by inserting the end 
of the tube into a scored slit 
along the apex of the carton. 
Even when the tube is not shown 
the carton self affords good 
display. the angle of its sides 
being far More easily seen than 
the usual rectangular ones 


WILLIAM W CLELAND LTD. 
PRINTERS #0 BOXMAKERS 
STAPLE HOUSE CHANCERY LANE 


to +WC2 HOLborn 252! 


ADVERTISER'S WEEKLY 


Que A: puR-Dup 


Why the Nursery Rhyme 
and why the Model Maker? 
. . » Well! to attract your 
attention and inform you 
that H.&S. are now making 
display figures and display 
units in RUBBER. 


By years of research we 
have produced a mix that 
will stand rough treatment, 
whether in the Tropics or 
at the North Pole .. . and 
yet is inexpensive and 
washable. May we tell you 


all about it? 


Harris & Sheldon Ltd 


46 Great}Mariborou :h Sire t, London, W.1, Tel.: GERrard 8955 
and at WOODGATE, OUGHE 2ROUGH, LEICS Tel: Loughborough 349! 
also at arming .™, Manchester and Glasgow 
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DISPLAY AND PACKAGING NOTES 
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NOTHER step forward in 
the complete mechanisa 
tion of the silk screen process 
has been achieved with the 
adaptation of the conveyor 
system to the drying of the 
printed matter 
The firm responsible for 
new development is A.P.A 
Studios. A standard McCormick 
mechanical silk sereen printing 
machine is placed at one end of! 
their printing shop. The printer 
places the paper into the Me 
Cormick and a lad takes it off 
after tt is printed and puts it on 
a conveyor Printed material on 
this conveyor is carried through 
a batch of three infra-red heaters 
comes out dry the other side 
ind is discharged off the belt on 
to a wooden platform 
Later it is intended to instal a 
mechanical stacker which knocks 
the printed material down into 
regular piles. It is also proposed 
to mstal a second McCormick 
As the conveyor is capable of 
coping with the output of both 
machines it will thus be possible 


It will he a great year 


Conveyor belt and new dryer cut 
silk screening time 


TATLER 


Mle acheder twa 


to run two colours consecutively; Coronation Year, » 
the printer on the second machine the organisers 
just has to collect a batch of are arranging 


naterial from the stacker, print special presenta- 
the second colour, and put it tions of the latest 
through the dryer again ideas in British industry. One firm This display card is being used 

One complication presented by is spending thousands of pounds hy the high level wining and 
this pr&tedure will be the matter © an exhibition within the ex- dining places in the north, who 
of drying time. It has been found hibition. Another trade is pooling are making use of the “Dining 


Ce ee 


that different colours take differ- !t8 resources to enable rival firms Out” feature in the “Manchester 
ent drying times (depending on ‘to display side by side the proof Guardian.” The design was by 
their ability to reflect or absorb that British is best Pedalle 

nfra-red light) and arrangements The National Poultry Show, 


were made to have the dryer in Suspended in 195! because of bition” to be held in the Mc- 
three batches so that the amount fowl pest, is being held again at Lellan Galleries, Glasgow. from 


of light can be regulated nena od in the Grand Hal! on April 3-18 ; 
Development of the new tech ovember 20, 21 and 22. Farmer G. F. E. Grimaldi is organiser 
nique ‘tanbe + ofl ‘A PA came & Stock-Breeder and Poultry of the Glass Industries Exhibition 
faced with considerable expendi- “orld are sponsors. to be held at the New Horticul- 
ture on new drying racks. Instal- The fourth Annual Harrogate tural Hall, from May 11-16. 


lation of the new system, they Gifts and Fancy Goods Fair will 


* * * 
sav, cost little more than the price € held from February 2-6, 1953, P 
of the racks they no longer need and not during January as in THE LATesT Autotype screen 
previous years. So great has been process hand book to be issued 
. * * the demand for stockroom ac- is the 6th edition of The Autotype 


commodation that it has been Photo-Stencil Processes.” The 
found necessary to lease another book is available from the com- 


Latest news of forthcoming 


exhibitions hotel. It is anticipated that over pany at 3s. A French edition has 
Because many overseas visitors 450 firms will be showing also been published and a Ger- 
are expected at the Daily Mail Associated Exhibitions Ltd. man translation is now in the 


Idea} Home Exhibition in are planning a “Home Aids Exhi- hands of the printers. 


= @ 


for The 


be sure it figures in your plans 
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Telling workers how well) 
private enterprise works 


The writer analyses some recent examples 
of works publicity from America. “What 


~~ = 


HAT British firm, one 

wonders, would venture to 
point out to its workers how 
much it costs each year to pay 
for time lost while they go to 
the wash-room? 

In this country, any such 
reminder might be resented. In 
America, apparently not 

A house organ published for 
its employees by York Corpora- 
tion, New York, contains a sec- 
tion listing “Hidden benefits that 
do not show up in the pay check.” 
Under a heading “Pay for time 
not worked” appears this item 

WASH-UP TIME. Evalua- 
tion of cost to cover two five- 
minute wash-up periods daily. 

. . » $256,545-62. 

Content of this number of the 
house organ comprises a “report 
to employees” on the condition 
of the business and progress 
made during the previous year 
Figures of sales and expenses, 
assets, dividends, salaries, wages 
are given and explained in detail, 
with the aid of pictures and 
symbols. The object is to con- 
vince employees that the Cor- 
poration has nothing to hide, and 
that they are getting more than 
a fair deal. 

This house organ is only one 
item in a collection of similar 
publicity material circulated by 
the New York Stock Exchange to 
presidents of Corporations on its 
lists, with a letter of commenda- 
tion from its president, G. Keith 
Funston. This collection was re- 
cently mentioned in the Financial 
Times by Harold Wincott, to 
whom the writer is indebted for 
a sight of it. 

The broad purpose of all this 
publicity is the same—to explain 
to employees how capitalism 
works, and how well it works. 
Stress is repeatedly laid on the 


wide spread of ownership of 
industry 

For example, the Lehigh Port- 
land Cement Co., Allentown, 


P.A.. in a reprint from its house 
organ, The Lehigh News Con- 
veyor, Says: 

“The owners of Lehigh, called 
stockholders, total 5,486, located 
in 48 states. Of this total, 4,792 
or 88 per cent, are individual 
men and women. They own 64 
per cent of all shares. The aver- 
age owning is 255 shares al- 
though of course, some own 
less. Some of these people are 
widows and some are aged, their 
holdings representing provision 
that was made for death or old 


age 

“Stockholders owning 100 
shares or less total 3.195 or 58 
per cent of all shareholders. No 


British firm would dare . . ?” he asks. 


stockholder, individual or cor- 
porate, owns as much as 2 per 
cent of the total stock of the 
company.” 

In The Quaker, employee house 
organ of the Quaker Oats Com- 
pany, appears a photograph of 


Mary C. Bray. a_ grey-haired 
housewife, “She's one of our 
owners,” says the heading. The 


caption concludes, “More than 
9,600 owners like Mary Bray are 
benefiting from Quaker Oats’ 
ten-year expansion program.” 

A reprint from Nickel Plate 
Road Magazine, employee house 
organ of the New York, Chicago 
and St. Louis Railroad Co., shows 
a picture of a Nickel Plate stock 
certificate, with an article explain- 
ing in simple language just what 
the certificate means. One para- 
graph reads 


This certificate represents 
courage—a_ willingness on the 
part of the owner to risk his 


savines and to allow a substantial 
part of the earnings on his invest- 
ment to be put back into the 
property so that the Nickel Plate 
may be constantly improved. . . . 

An article reprinted from Deep 
Rock Log, published by the Deep 
Rock Oj; Corporation, Tulsa, 
Oklahoma, announces a “short 
course” for employees in “tailor- 
made economics” to discuss such 
problems as “What causes infla- 
tion and how best can we com- 
bat it?” “How are prices set?” 
“Why do we have stocks. bonds 
—how does the stock market 
operate?” “What is the signific- 
ance of Deep Rock's Annual 


Report?” 

From al! this, and much 
besides. it follows that competi- 
tive private enterprise is a good 
system; that the canitalist, far 
from being a bloated ogre bat- 
tening on sweated labour, is the 
ordinary man and woman. the 
worker and housewife, multiplied 
many thousands of times; that 
the capitalist and the worker are 
not Opposites and enemies. but 
one and the same person; that 
the worker in an enlightened in- 
dustry canno: be “sweated” be- 
cause he gets a fair share of the 
reward of his work 

This is what the American 
worker is asked to believe. This. 
in most cases. is what he does 


believe. On reason is that 
American em joyers snend much 
effort and m 


mney in “public rela- 
e enterprise” and 
leverly. 
hat British em- 
‘ew of whom have 
rimented on simi- 
nrofit by emulat- 
an counterparts 
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ADVERTISERS—here is a unique 
advertising medium that puts your 
product's name prominently before the 
purchaser —just when she is spending 
her money. 

Redfern Advertising Rubber Mats are 
permanent reminders at the point-of- 
sale, and incorporate any trade name, 
mark or slogan in any combination of 
colours. Shopkeepers ask for and dis- 
play these mats, because they help to 
furnish the shop. 

Well-known names appearing on 
Redfern Advertising Rubber Mats in- 
clude Atlas Lamps, V. P. Wines, Zubes, 
Brooke Bond Tea, Phosferine, Robbialac, 
Battersby Hats, John White shoes. 


DOORWAY MATS - FLOOR MATS 


COIN MATS - DARTS MATS 


BOWLS MATS 


ADVERTISING RUBBER MATS 
vemind at the point-of-sale 


REDFERN S RUFBER woRrnu«s timiteodo 
WATIONAL ADVEFTISE’S OIVISION - HYDE . CHESHIRE 
pa tene ron Mewes 
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LITHO 


LETTERPRESS 


Phone : SHO 6281 


SILKSCREEN 


H.CLARKE:CO.onvon) LTD. 


Yes, LEARUBBER BALLOONS 
bearing names, sales messages. 
are a great selling medium—as 
many famous national Adverts 
ers and their Agents know so 
well Retailers like them 
customers are delighted to have 
them they're colourtul, car 
be beautifully printed with any 
design of wording are ex 
tremely low in cost. Write or 
“phone for full details and novel 
ideas in ting utmost 
publicity from their use 


LEA BRIDGE 


~/ WORKS LTD 
( LEA BRIDGE, LONDON 
Telephone: AMHers: 
Telegrams: Learubber | 


The 


HOME COUNTIES 
WEWSPAPERS GROUP 


fora 
SUCCESSFUL 


TEST 
CAMPAIGN 


| ELEVEN 
LOCAL 
NEWSPAPERS 
- of 
DYNAMIC FORCE 
Circulating in 


Beds, Herts, and 
s 


eS 


PER TRADE 
$/COL 45/- FLAT 
INCH RATE 
LATEST AB.C. NET SALES 
126,765 
Represented in London by 


WILL KITCHEN, Jor. LTD. 
131 Fleet Street, E.C.4 Central 1960 


Head Office LUTON Phone 5050 
Advertisement Manager: C. W. Gilder 
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EXPORT ADVERTISING AND MARKETING 


High EPU credit 


makes Germany 
a dollar market 


EOPLE will often tell you 

that your greatest competi- 
tors do not buy from you. 
Pre-war statistics of Anglo- 
German trade show that this 
thesis—which has discouraged 
many British manufacturers 
from entering the German 
market—is completely false. 
Germany was, in fact, among 
Britain's best customers. 

There are, in fact, several 
reasons why British exporters 
should make a strenuous effort to 
enter this market. First of all. 
Germany has an expanding 
economy and is able to absorb 
an ever increasing amount of 
foreign capital and consumer 
goods 

Furthermore, as far as Britain 
is concerned, Western Germany 
is a dollar country. Both 
Germany and Great Britain are 
members of the European Pay- 
ments Union (EPU). Every 
month a balance sheet is drawn 
within EPU and the deficit has 
to be settled in gold or dollars. 
During the last few months 
Germany has been as persistently 
the largest creditor to EPU as 
Britain has been the largest 
debtor. Thus, indirectly, we sent 
large amounts of dollars or gold 
to Germany. The reason for this 
can be seen from the following 
table. Column I shows the index 
numbers of German exports to 
Britain, column I! the index 
numbers of German imports from 
Great Britain, wh.'« column Ill 
shows the percer ice of our 
German exports to their imports, 
ie. the trade balanc 


First half, 1051 
Third quarter, |)! 
Fourth quarter, |‘) 
First quarter, 152 
Second quarter, |\ 
| July, 1952 


Thus, we ceived 
Germany almos 
| goods in July in the first 
| half of 195) * our own 
exports were sm It is not 
surprising, there’ ce, that our 
balance of trad ith Germany 
has become n unfavourable 
as time has pas 


from 
vice as Many 


if we wan 
the Germans 
for the trade 


uk even with 
ive our gold 
North America 


By Max K. Adler 


we have to step up our exports 
to Germany considerably. 

Just now there is relatively 
little in the way of any exporter 
wishing to do just that. It is 
true that the other EPU coun- 
tries, that is the countries of 
Western Europe, are all trying to 
do the same thing. But Britain 
has the capacity to produce high 
grade goods which can beat our 
competitors, if they are marketed 
in the right way 

The German economy has 
made rapid progress within the 
last two years. Production in 
that country is one half larger 
now than it was in 1936, itself a 


many markets. Her export trade 
has been expanding rapidly and 
she has been a consistent creditor 
with EPU. Britain, on the other 
hand, is a consistent debtor and 
has to meet monthly deficits in 
gold or dollars. Effective selling 
in Germany, says our contributor, 
would to some extent staunch 
this outflow. 


year when the German economy 
worked at full speed to prepare 
for Hitler's war. This enormous 
success makes it possible for 
many people to spend more 
money than at any time since 
the end of the war. Wages are 
low compared with British con- 
ditions, but there is a_ large 
market for high quality goods 
because there are many salaried 
people in Germany to-day who 
have money to spend. Having 
been frustrated in their buying 
intentions for so many years they 
go out for the best and do not 
mind paying the price 

Because of Germany's strong 
position in EPU, trade has been 
liberalised in May for 80 per cent 
of all imports. The Board of 
Trade Journal of May 31, 1982. 
contains a useful list of these 
“liberalised” goods. This means 
that German importers are able 
to buy a large range of goods 
abroad without special permis- 
sion of the central banking 
authority. Since May further 
commodities have been freed 
from import restrictions, and it 
is likely thar Germany will soon 


he able to import evervthine 
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freely from the other EPU 
countries 

The expansion of the German 
economy entails purchase of 
many capital goods abroad. These 
include at present textile mach- 
inery. office machinery, television 
and radar equipment, agricul- 
tural machinery, electrical goods, 
and such raw materials as 
mineral oils, copper and nickel 
But there is also a wide field for 
consumer goods, if their quality 
is high and the prices are com- 
petitive. Thus Germany bought 
recently from Great Britain con- 
siderable quantities of leather 
goods, chemical and pharma- 
ceutical products, furs, cotton 
and wool yarns, woollen cloth, 
worsted, printed cotton goods. 
even apparel and nylon stockings 


Ads. nowhere 
more needed 


Nowhere is advertising more 
necessary if a foreign product is 
to be sold successfully than in 
Germany It is 
spearhead of all marketing oper- 
ations. To prepare the ground 
the manufacturer will have to 
advertise in the trade press; there 
is a journal covering nearly 
every commodity separately. A 
more general appeal to the 
German businessman and whole- 
saler can be launched by using 
those daily newspapers which are 
mainly read by them, such as the 
Diisseldorfer Handelsblatt, the 
Frankfurter Allgemeine Zeitung, 
or the Stuttgarter Deutsche 
Zeitung. Advertising in the trade 
and business press should be 
restrained. Exact specifications 
should be given with the price 
and a general description of the 
commodity offered. 


Different 
media structure 


Advertising for the consumer is 
based on a media pattern which 
differs radically from that in the 
British home market. First of 
all, there is no national press as 
we know it in this country. News- 
papers are almost invariably 
local, but each town of any size 


is served by one or more. Simi- 
larly, weekly newspapers and 
magazines are much more 


numerous than here, but none of 
them can boast the vast circula- 
tions of some of our media. 
The planning of advertising in- 
volves many problems unknown 
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SILK SCREEN ARTS L™ 


97 SHIRLEY ROAD. CROYDON 
AOOItSsCcOmet 3447-8 
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SPEEDY SERVICE 
) EXPRESS 4 
DELIiVEeY 


4i/GMEST GRADE 
LEAN ¢ SHARP 


the essential ~ 


to the British advertiser. and the 
safest course is to arrange for it 
to be handled by a reputable 
German advertising agency in 
conjunction with the British 
agent. Market research has made 
great strides in Germany since 
the end of the war, and several 
organisations are able to under- 
take reliable consumer research. 


Humour 
is out 


Advertising for the general 
public is much more matter-of- 
fact in Germany than over here. 
The British sense of humour, for 
instance, has hardly a counter- 
part in Germany. Advertising is 
sober, giving facts and showing 
the advantages of the product, 
but refraining from what would 
be considered by the Germans as 
flippant 

Germany is no easy, though 
a worth-while, market for the go- 
ahead British manufacturer, but 
should be considered as a pos- 
sible outlet whenever export 
schedules are being prepared. 


Government help 
for exporters 


“The best market services are 
those provided by industry itself 
but the Government can help in- 
dustry in various ways.” 

That is how the President of 
the Board of Trade introduces 
Services to Exporters, a booklet 
which summarises the services 
which his department can make 
available to manufacturers and 


merchants engaging in export 
trade 
The booklet indicates the 


officers of the Board of Trade in 
London, in the provinces and 
overseas, and describes how the 
Specia! Register of Market Infor- 
mation is operated. A _ section 
deals with the appointment of 
overseas agents (the Board has 
confidential! information on the 
standing of many firms’ as well as 
a list of importers of many pro- 
ducts) Information on tariffs 
and import regulations is also 
maintained, says the booklet, and 


“all new regulations are pub- 
lished in the Board of Trade 
Journal.” Help given on over- 
seas trips is described, and a 
specia! section is devoted to 
dollar exports and the Export 
Credits Guarantee Department. 

Finally, addresses of regional, 


sub and district offices are listed. 


FOR QUALITY 
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Where. 


WHO is the man at the other end? 
Handling insurance? Taking over from 
Higgin? Supervising unloading? Sales 


Manager at Worths? Offering the 


best 


prices? Whois the new B.O.T. Comptroller? 


WHAT is the most suitable method of 
transportation? Speediest route? Safest 


type of packing? Freight charge? 


Duty 


payable? Documentation? Law? What 
day does the “Marilyn” leave for Samoa? 


WHERE is the airport servicing Liech- 
tenstein? Nearest rail station to Thornton 
Pike? Galapagos? Charlie McAdam? The 
new import reculation covering banana 
seed? Where can I buy 300 triangular 


packing cases? 


These cre the sort of questions which have been 
haunting freight and transportation men since Bleriot's 


first channe! flight 


They are now—for the first time 


—to be dealt with by a new magazine, monthly from 


November, for everyone concerned in 
this ever-expanding field. 


“WORLD — 


Editor Geoffrey Sutton 
185 Regent Street, London, W.I 
Telephone : GROsvenor 8811 


A new ilied publication of * Travel Topics * 
The firs Trave’ rade Magazine in the World 
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Technical articles of real interest to engineers 
and executives appear regularly in the new 
monthly Mechanica! World. Mf your products 
appeal to the Engineering Industry, send for 
free specimen copy and rate card 


Mechanical World — 


AND ENCINE 


Limited, 2 


ERINC RECORD 


Bedford Street, London, W.C.2 


Published month|y in London and Manchester 
Emmott & Compan 


Manchester 


5s T U 


ce : 3) King Scr@et West, Manchester 3 


Mw.is 
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MERCURY DISPLAYS 


LIMITED 
DESIGN AND CONSTRUCTION OF 


EXHIBITION STANDS & DISPLAYS 


SILKSCREEN PRINTING 


* SERVICING » STORAGE 


171 NEW BOND STREET WI 
GROSVENOR 8711 * 10 LINES 


WORKS - 394 YORK ROAD - Swit 


VANDYKE 3562 


1952-3 issue of 
modern 
* 

publicity 

epe 
no. 22 
600 ILLUSTRATIONS 
64 IN COLOUR show 
the best advertising art 
of 27 countries 
@ .. .“an indispensable 


reference book at a 


reasonable price’’. 
The Newspaper 


Edited by Frank A. Mercer 
Size 114 x8zin. Cloth. 35s 
Obtainable at al! bookshops 
THE STUDIO LTD 
66 Chandos Place, W.C 2 


To reach the News- 
agency and Allied 


Trades, number One 
on your autumn 
appropriation should 
be THE NATIONAL 


NEWSAGENT BOOK 
SELLER STATIONER 
the accepted authority 


The only journal with o 
S-figure fully-poid 
circulation (ABC 
Certificate) 


Send for Advertise- 
ment Rate Folder 


NATIONAL 

| NEWSAGENT 

} | BOOKSELLER 
| STATIONER 
107 Fleet St. E-C.4 

CITY 2604 (4 lines) 


Cheaper paper cuts 
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ad. rates in Switzerland 


ALTHOUGH THE international 
situation of the paper market is 


not yet perfectly: clear, general 
conditions have improved and 
prices are lower 

When prices were at their 
height, most of the Swiss news- 
papers—wishing to modify their 
tariffs as little as possible jnsti- 
tuted a surtax to cover the in- 
creased cost of newsprint. 
L’Association Suisse des Editeurs 
de Journaux (ASEJ.) recom- 
mends now that the publishers 
revise their charges by reducing 


the special surtax, and most of 
the newspapers have already done 
so, Others, at the time of the 
high prices, held large stocks of 
paper at the old price. These 
were thus able to benefit their 
clients by deferring for some 
months the introduction of the 
surtax However, their stocks 
have been renewed at the higher 
price and the reduction of the 
surtax will accordingly be de- 
layed 

Even so, it is doubtful whether 
the surtax can be completely 
innulled in the coming months. 
In point of fact, the price of 
newsprint was not the only factor 
in the rise of costs: salaries and 
technica! costs played their part, 
and in this respect the situation 
has not changed. In addition, 
the full effect of the favourable 
trend of the world paper market 
will not for some time be felt 
in Switzerland. The AS.EJ. has, 
in effect, contracted a moral 
obligation vis-dvis the Swiss 
paper manufacturers 

At the time of the rise and in 
sccordance with the wishes of 
the publishers, the manufacturers 
made their plans in such a man- 
ner as to ensure that there should 


be no paper short and they 
had to embark on sortant pur- 
chases of raw mitecrials at a 
very high price. A’ the present 
time these stocks far from 
being exhausted, and the A.S.E.J. 
notes this fact in its report. Kt 
asks its members to deviate 
from their gen in’s agree- 
ment™ with the ufacturers. 
Furthermore, the nal market 
price is still lowe in that of 
foreign firms 
* * * 

THe Cyprus Mc ly English- 
language daily spaper in 
Cyprus, has enlarged the size of 
its pages to 17 in 4 in. For- 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 


STUDIOS, tinITEeED 
72a Plough Rd., Baccersea, $.W.1l 
Tel. Nos. Botterses 5200 & 4886 


merly, the size of the format was 
17 in. x 12 in. Advertising rates 
are being kept unaltered, but 
two 6 in. x 2 spaces are being 
made available for advertise- 
ments on the front page. left and 
right bottom corners. These will 
cost 7s. 6d. a column inch 


- . * 


The British Cycle Manufac- 
turers’ Union has been told that 
the application of US. bicycle 
manufacturers to the 


* * * 


To assist the cycle and motor 
cycle industries in meeting in- 
creased competition from German 


and Japanese sources, changes 
are being made in the Dorset 
House export journal British 


Cycles & Motor Cycles Overseas. 
Commencing with the Novem- 
ber issue, the journal's title will 
be changed to Motor Cycle & 
Cycle Export Trader, Publication 
will be seven times yearly instead 
of six. Circulation will be in- 
creased by 1,000 copies per issue 
and advertising rates reduced 


* * * 


CANADA IS a priority market 
for British goods. It is so not 
only because the currency there 
happens to be dollars but also 
because the rapid development of 
the Dominion makes this an 
ideal time to start selling British 
goods there in earnest. 

An idea of this rapid develop- 
ment can be gauged from the in- 
troduction to a series of seven 
leaflets — recently issued by 
Southam Newspapers. Dealing 
with the seven markets covered 
by the company’s papers. the 
article says: 

The 1951 Dominion Census 
shows 35-21 per cent increase in 
the total population in the cities 
in which our papers are pub- 
lished. In Ottawa more people 
are employed and increases in 
salaries to the Civil Service have 
added much to the potential pur- 
chasing power of its citizens. 
Hamilton reflects the industrial 
growth of Canada, new industries 
are locating there, and many 
long-established companies have 
made extensive additions to their 
previous operations. The indus- 
trial development of Winnipeg 
plays a very important part in 
the economy of Manitoba. The 
development and growth of 
Alberta are common subjects of 
conversation British Columbia 
ts enjoying tremendous develop- 
ment. Hundreds of millions of 
dollars are being invested in huge 
industries, mew town sites are 
being established. 
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If you want to know about paper — and remember there’s 
a right paper for every piece of print — find out 
quickly and constructively from an expert. Spicers paper 
consultant has behind him the accumulated knowledge of Spicers 
three hundred years in the paper trade. He’ll take all headaches 
out of technicalities and what he can tell you might even 


contribute to the aesthetic progress of a job ! 


CENTRAL 4211 + 19 New Bridge St., London, E.C.4 


MORE y;//ior/ 
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LONDON to YORK 
, beating previous record by 
2 mins. 32 secs. 


TOTAL TIWE 


10 hrs. 0 mins. 52 secs. 
for 196: miles 


(Subject to official confirmation) 


12 HOUR RECORD 


by covering 233 miles 
adding 5 miles to previous record 


(Subject to official confirmation) 


When Eiieen breaks a record 
she’s testing a 
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FOR EVERY CYCLIST 
The Finest Bicycle Built Today 


AYES 
REET, E.C.4. (phone Central 9179) 


. 
| 
! ‘ . 
: . one Lith 
| Dont GG ss 
id : 2 ex ; 
Pe | : % . os 94 
2 & 
\ « * » 
A * - 3 ag 
i ( 9 Ps / a 
Bs Ga i 
| Telephone: (ee a 
i an 
~ ) vi 4 7 
: \DA | ~ | owes 
| r MILE 5 2 OTe eds | —_— 
| Bam Pre ance FAO" ae of | a 
| aie gitar gest | | : “a 
; = an the = reer | | : 2 | 
| a al | gp? _— 
| r fhe | | aa 2 
‘ | ye 
| k) ee PTY tet) ere ; 
y —_ ee, A Jaa f 
' | > AEA oe 
FOR MI | ly NOR HERN.92- vA : : 
| & =: RELAND "3 E. 
‘1, Sronnenph “coemcee °F Mamaet (Il 
ota ee 
| Wad) Sse cons 
ye 2 | = ul 
once The Northem Whig for Northern Ireland 
AS A AS ead © KIDGE S1REET. BELFAST (phone 12804 
- | cant gue” oer 


aie 


Mate 


ADVERTISER'S WEEK! 


HIS IDEA OF 
A QUIET LIFE 


BPIVE YEARS ago A. Bernard 
Leverton, advertisement direc 
Tobacco and The Decorator 
Fleet Street for Rhodesia |! 
quieter life Now 
Gerald M. Walford 
Dorland Advertising Lid h 
joint managing director of ¢ 
African Press Lid., publishers 
five Rhodesian trade journals 
Mr. Leverton denies that th 
a success story. “lt was just hand 
to me on a plate,’ he says modes 
When he arrived in Rhodesia | 
discovered there was vytually 
trade prews Even tobacco, ch 
export of that country for ma 
years, had no newspaper of its ow 
In July 1948 Mr. Leverton found 
the Rhodesian Tobacco Journa 
Then he 
with Mr 
limited 
Press Ltd 
Since then they have launched 
the Rhodesian Building Journal 
(August 1949), the Rhodesian Bortle 
Store and Hotel Review (Apa 1951) 
and the Rhodesian Motorist (March 
this year). Last year they also took 
over the publishing of Commerce 
of Rhodesia for the Rhodesian 
federated Chambers of Commerce 


together with 
formerly w 


went 
Walford 


company 


into partnership 
and formed 
Cem = African 


Cent Afrigan Press has a staff of 
23--all of them British. The editor 
of cach journal has had Ficet 
Street expenence 

Mr. Leverton describes Rhodesia 
* @ growing market which is 
strongly pro-British “Made in 
Britain” means a lot out there, even 
if the goods are a littl: more expen 


sive m some imnstances 


Apart prom his work in advertis- 
ing. David Elias, who has joined 


Graham & ( 
necutive, has 
side inicrests 


Ihes as senior account 
unusually varied out- 
He is a barrister, and 


has published books on Roman law 


and the Law of Evidence. He has 
also invented several adult board 
games. two of which “Housing 
Drive” and “Marketeer” — have 


enjoyed heavy sales. His first novel 
The Cause of the Screaming, will be 
published carly next year 


* * * 
SPENCER NIBBS, managing 
director of F. D. Stewart Ltd., 


leaves by otf 


Ceylon 
w have thei 
Calcutta, handle 

m Various cxAport 


and Pakistan. 
own 

British advertising 
markets. 


on Saturday on a 


business tour 
of the Far 
East. He will 
call at Ran- 
goon, Calcut 
ta, Bombay 
and Karachi. 
and will con- 
tact local 


selling agents 
associates 
and the press 
to obtain an 
up - to - 
idea 
ing and ad- 
vertising con- 
ditions 
Burma, India, 
Stewarts, 
office im 
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An omnibus 
‘thank you’ 


CoMPOSITORS, foundrymen, and 
tillposiers rubbed shoulders with 
some of the big names of advertis- 
ing at a cocktail party at Shell Mex 
House last Thursday. 

Debonair Vernom Nye, as host, 
explained that Shell and BLP. just 
wanted to say “thank you” to every- 
one who had helped in the great 
rush which followed news of the 
impending return of branded petrol. 

| noticed “Bill” Needham, Alan 
Robertson- le 


Macdonald, 
Fevre, Jack Beddington- such 
great names as these” amid the 
genial jostle. Strong contingents 
from Colman, Prentis & Varley and 
from Benson's were there re- 
ceiving congratulations on their 


high-speed work which ensured such 
a generous initial “splash” of ad- 
vertisements for Shell & B.P. Nor 
were Mather & Crowther forgotten 
for their co-operation in space 
switching 
Shell specialise in littl ures 
like this, Once when ao 
Sweeney suggested that instead of 
their usual advertisements they 
should use a picture of flowers 
in « highly technical publication 
they jumped at the idea. When 
the ad. appeared they took it into 
a leading florist’s and ordered an 
exact copy—in real flowers—for 
Miss Sweeney 


He scooped 
the world 


NEW PRESIDENT of the Guild 
of British Newspaper Editors, W. L. 
Andrews, first sprang \o prominence 
in the first world war when, as a 
very unofficial war correspondent in 
the trenches, he scooped the world 


with the first description of the 
battle of Neuve Chapelle. North- 
cliffe sa “This man can write’ 


and sent word that there was a job 
for him on the Daily Mail whenever 
his soldicring ended 


In 1923 Mr. Andrews started 
editing the Leeds Mercury and has 
since written at least four books, 
broadcast 150 talks and addressed 
2,000 Rotary clubs. schools and 
socichics, 

In 1939 he becan editor of the 
Yorkshire Post and . ceds Mercury. 
regrettully dropping much of his 
writing and radio work. Later he 
joined the board of the Yorkshire 


Conservative Newspaper Company 
(the Yorkshire Pos: and Yorkshire 
Evening Post) and the Doncaster 
Chronicle. His main public work is 
for Leeds Universiiy. but his first 
love was, and »'!! always be, 
journalism 


+ * * 


WILFRED THWAITES, a visua- 
liser with Nevin D ifirst (Advertis- 
ing) Lid., of Leeds ind London, is 
exhibiting marion glove-puppets 
and model thea ttings at the 
Annual British Puppet and Model 


Theatre Guild's ubition at the 
Royal Hotel yburn = Street. 
London, this wees He has been 
able to turn |} vlents in this 
direction to go ceount on the 
creation and en of  three- 
dimensional nodels and paper 


sculpture 
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‘Too impatient,’ 
they told Sir 
Graham 


MOsT PEOPLE think of him 
as an industrialist, Sir Graham 
Cunningham told the Publicity Club 
of London. Actually, he is a 
lawyer 

This, it is truce, is how he started 
his career. When he was demobil- 
ised after the first war he was 
already a qualified solicitor. He had 
never had a job outside the Army, 
but he did have ambition. He took 
a £5 a week post as managing clerk 
in a City solicitor’s ce. Less 
than a year later he was made a 
partner, but he decided that busi- 
ness offered more scope than law 
and in 1925 became managing direc- 
tor of a small company. Four years 
later he joined Triplex Safety Glass 
Company, which was then in diffi- 
culties. in 1937, when he had be- 
come chairman and managing 
director, the company was making a 
profit of £234,000. 

Sir Graham's first Whitehall! 
job was to organise the Children’s 
Overseas Reception Board. To 
see how the Board was function- 
ing, he applied, incognito, to be 
engaged as escort for children 
going overseas. He was inter- 
viewed by an official who did not 
recognise him, and afterwards 
told him he was “too impatient 
to control children.” 


* * * 
AuTuor oF a new thriller for boys 
is Peter Finch, publicity manager 


of Rotary 
Hoes Lid. 
The House of 
Black Nigel 
(Newnes 7s. 


6d.), a smug- 
pins yarn, 
} has as its 
setting the 
Essex Marshes 
and few 
men know 
them _ better 
than Mr. 
Finch who 
has lived in 


Essex all his 
life. Recently 


he published 
the history of Essex Home Guard. 
* * * 


BiG NAMES grace the council of 
Inky Way Publications formed by 
A J. Heighway to operatic 
Inky Way Annual on behalf of news- 

per charities. Presiden is Lord 
| ~~ S and also on the council 
are Lord Rothermere, Lord Hliffe, 


Col. J. J. Astor, the Hon. Lionel 
Berry (vice-president), L. J. Cad- 
rs E. Glanvill Bean, H. 


and J. 
Freeman. NABS = receive £130 
from Inky Way No. §5. 


Contact 


A 


“You may be a white man, 
Carruthers, but what we 
want here is a mon who's 
whiter than white.” 
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ADVERTISER'S WEEKLY 


YOUNGERS 


have under exclustvé contac 


It is inevitable, therefore, that Younger cinemas will figure 


in every comprehensive filmlet scheme. Do you possess 


up-to-date information about the Younger network, which OF ALL INDEPENDENT 
at 10s. per week for a filmlet is the best buy in screen CINEMAS SHOWING 
advertising? More than a thousand cinemas are available at ADVERTISING FILMS 
an average cost of 2s. per thousand actual viewers per week. IN GREAT BRITAIN 


FULL INFORMATION ABOUT THIS ECONOMICAL MEDIUM 
from DANIEL F. WARNOCK: Director of National Sales 


BRL LALLA ALE! LALLA ALDI PEPE LOE 


Younger Budget |= Films Filmlets 


YOUNGER PUBLICITY SERVICE LIMITED 28 ALBEMARLE ST. LONDON WI. REGENT 6593 
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ADVERTISER'S WEEAL Y 


We 


THAT Norman A. Morte 
president of the Public 


ho been 


mf 
( 


y app through 
country 

* 
and Miss Joy 
and assist 
Lytle (Adve 


married < 


* . 
THAT BR. W. Bayley 
Baker, print buyer 
print buyer for C. J 
tene) Lid will be 
Saturday 

* . * 
THAT to 
shop in P 
sitractive 


advertise a 
cadilly, Manchester, iwe 
models in period costume 
w driven round the city in a 
cab brought from London 

. * * 
THAT Jov Lestie-Gibson, assistan 
pub y manager of Gossard 
Hay Fev by 
the Younger 
: Drama Circk 
izlish-Speaking Umon of 

“ h 


nw gown 


hansom 


THAT R. Jones, publicity manager 
f Lew Lid has won 
a it's prize in the Hillfoot 
competition for 
score for three 
different courses 

* 


Liverpool 


of new paint 


Francis 


car— 


Marshall, the commercial artist 
will open at Walker's Galleries Lid 
New Hond Street, on Tuesday 
November | 

* * * 


THAT the Incorporated Advertising 
Managers’ Association will hold « 
get-together for its new season at 
% Piccadilly, on Wednesday evening 

. - . 
THAT under Dunlop's education 
scheme, D. W. Saunders, of th 
advertising department, For 
Dufilop, has been awarded £10 for 
his success in the intermediate 
examination of the Advertising 
Association 

* * * 


THAT The Spiers Service Lid., of 
Brighton, have opened a London 
office ai 2} Soho Square, London 
W.1. 

* * * 


THAT 


an example of Braille prin:- 
ing by 


a& new process utilising ink 
based upon a specially devclened 
Bakehiec resin is on show at an ex 
hibition of plastics organised by 
Bakelite Lid., at the Royal Turks 
Head Hotel, Newcastle-on-Tyne 
this week 
* * * 

THAT the Tie Manufacturers’ As 
sociation are offering a prize of ten 
guineas for a Tie Week symbol 
which will be held next year from 
June 13-20 


EXCLUSIVE 
CORONATION DISPLAYS 


OF SUPERF 


Incorporating 
HAND-COLOURED or BLACK & WHITE 


PHOTOGRAPHS 
PROCESS 


INE QUALITY 


®& QUANTI! 


DY 


+ SILK-SCREEN 
PRINTING 


This is one of W 


men's The drawings are 
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H. Smith & Son's new underground and bus advertise- 
y Horowicc. 


The campaign was planned by 


Smith's own publicity department, and the printing was by Charles & Read 
Lid. Other posters feature library and newsagent services. 


THAT F. G. Penny, advertising 

manager, and Miss Me- 

Cormack, press officer, organised a 

cocktail party at which next year's 

Moccasin shoe styles were shown to 

the press by Padmore & Barnes Lid. 
» * 


THAT Lord Mackintosh of Halifax 
was honorary treasurer of the 
premitre for Charlic Chaplin's film 
“Limelight,” which was in aid of 
the Royal London Society for the 
Blind 

* * * 
THAT Ballito Hosiery Mills Ltd. 
have issued a new series of colour- 
ful book boxes for the Christmas 
trade The stockings are packed in 
imitation books with such titles 
as The World At Her Feet, and 
Hidden Treasure 

* * * 
THAT Batchelors Peas Ltd. are 
offering £875 in prizes for window 
displays featuring their chicken 
noodle soup 

* * 
conjunction with the 
Licensed ictuallers® Defence 
League half-yearly conference at 
Cliftonville later this month, the 
woman's editor of the Quarterly 
Review, Miss Jean Robinson, is 
organising 4 mannequin parade and 
beauty demonstration for wives of 
delegates. 


THAT in 


* * 
THAT the Bristol 
and Hardware As sion are to 
promote a full page composite ad 
n the Bristol Evening Post 

* * * 
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THAT over SO 
joined = the 
London since 


new members have 
Publicty Club of 
July 
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ADVERTISING 
DIARY 


Friday, October 24. 
Pusucity Cius OF GLASGOW 
Robert Miller on “Colour Advertis- 
. Grosvenor Restaurant 


27. 
Civus or Gtascow 
and dance Gros 
Restaurant, 7 p.m 
Pusuciry Cive oF 
Abram Games on 
Waldorf Hotel. 6 p 
anp «West ?upLi (TY 
w.¢ Farrow on 
“Copywriting.” Grand Hotel 
INCORPORATED Sates MANAGERS 
Association “Welcome” dinner for 
Anglo-American Sales Management 
Conference Criterion, Piccadilw 
Circus 
Tuesday, October 28. 
Pusuiciry Ciup oF Norrivenam 
Mary Gowing on “Resim 
Advertsing.” Victoria Hote! 


Preerrrrir 


Lowwon 
Posters 1/52 ° 
m 


Beaprorp Pusticrry Assocta- 


ADVERTISING 
Wilson on “Radio.” 
INCORPORATED SALes 
ASSOCIATION 


Oct 
Ciwe SHEFFIELD 
Reading on “Spending © 
Grand Hotel, 12.45 pm 
Pusuciry Cius oF Lonpon Pu» 
lic Speaking Section mees Regem 
Advertising Club Public Speaking 
Section in a contest for the Imbe 
Cup Royal Society of Arts. 6 
John Adam Street, W.C.2, 7 p.m 
. 


iy. 
PusucITy 


and) «=Bucks§ Puae.Lictry 

Jones and K. Haywood 
“Aspects of Letterpress anc 
Printing.” Hote! 


Slough, 7.30 p.m. 


Perrrrriiri iii 
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Legal and Gazette 


PRISON SENTENCES IN 
CONSPIRACY CASE 


C ifford Moore. ¢ { Sprina- 
bank Place, Bradt scribed by Mr 
Justice Cassels as | minating figure 
in a Vast concern was at New- 
castic Assizcs 
IMPrisonme nt 
46. company 
Newcastle 
accountant 


rst indrctment 
) conspiring tw 
vestments. They 
counts on «a 


Moore pleaded ity on the first 
indictment to a chare at, being an un- 
was concerned 

company. He 

mitted a similar 


Dieaded 


second indictment 


wen on the sec 
Passing sentenm 
said that the thr 

scheme { fraud 
tremendous sums . kh person 
u must have 
caused by you » modest bomes 
will never tx 


he said 
A picture presemed of ad 


vertisements, in newspapers, of promises 
f employment under service agreements 
over a long period, and of people answer- 
ing advertisements and falling into the 
net_ which the three had spread 
For a few weeks the investors received 
@ «mall proportion of their money. in the 
Then the crash came 
there was nothing more for them 
was stated that the sums 
im the counts before the court, 
£31,000. Poole and Archibaid had asked 
for similar offences involving £9,000 to be 
considered 
WINDING-UP ORDER 
Eprrogiat Consuttants§ Lrp 
office: St_ Stephens Chambers 
Street. Moorgate, London 
merly 1, New Bond Street. London, W.1 
Winding-up Order October 6 


WILLS 
Georce Freepericx Stewarn, of Fair- 
mead, Honeysuckle Lane, High Salving- 
w . formerty chief 
: the Government 
had served four 
Mr. MacDonald. Mr 
herlain 
£10.947 
Harotp Epwarps Martin, of 186 
Bolton Road. Atherton. Lancs.. forme:'y 
im charge of the Atherton office of Tillot- 
son's Newspapers Lid... left £1.994 25 net 


Prime 


Churchill 
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Whitt Tw im EQUIPMENT, PARTS, MATERIALS 


ee 


A YEAR OF RECORD GROWTH 
Circulation Doubled — Advertising Rates 
per-Thousand Readers Twice Reduced 


Next month the British IEN will 
complete its first year of monthly 
publication. In 12 months it has 
won the recognition of sixty im- 
portant manufacturers of products 
used in Industry and of thirty front- 
rank Advertising Agents. 

IEN is edited for Production Execu- 


tives in the Manufacturing Plants | 


of Great Britain (there are American 


and Canadian editions). It is | 


© ana A 


For Media Analysts 


Who receives IEN? 


Only Top Factory Executives 
for producing the 


. How many such top executives? 

. Over 10,000 every month. 

. Can you prove that figure? 
We do prove it every month —by 


Have you evidence that these 
10,000 Top Factory Executives 
read IEN when they get it? 

. We have; 
thousands of direct enquiries and 
scores of appreciative letters. 
Why 
Production Executives? 
Because they are the men in 
industry who determine the 
choice of materials and equip- 
ment, 


in the shape of | 


| 


do you concentrate on | 


concerned solely with news of new 
equipment, parts and materials 
which help speed , Save 
labour, lessen cost and 

quality. 

Brevity is the keynote of every 
Equipment News Item. This, 
coupled with the easy-to-handle for- 
mat, makes IEN easy for the busy 
executive to read. A Product Index 
nays find wanted items quickly. 


| THANKS, FLEXELLO 


Mr. W. R. Goldstein, Director of 
Flexello Castors & Wheels, Ltd., 
the largest castor manufacturers in 
Europe, wrote us on 9th October: 
“Our advertising in your paper has 
achieved more enquiries and direct 
results ‘han any advertising in 
engineering journals before.” 

Flexello advertising reaches us 
through Dudley Turner & Vincent. 


CATALIN CASHES IN 


Catalin, Ltd., 
manufacturers, wrote us on 8th 
August with regard to their ad- 
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If your Product is widely used 
in Industry 


IEN 
SHOULD HEAD 


YOUR LIST OF 


ADVERTISING 
MEDIA FOR 1953 


1. If your appropriation is 


form the FOUNDATION on which to erect a 
sound structure of specialized publications. 


| 


2. If money is short, IEN can do a good job all 
on its own, for IEN covers the whole of 
industry — like a blanket. 


_TEN’s CIRCULATION CONTROL SAYS 
“NO” TO COMPANY CHAIRMAN 


| Strict application of the Control ensures that IEN goes only to men 


responsible for producing the goods in British manufacturing plants. 


The 


Control, as established and publicly stated by the Publisher, stipulates 


that the journal “shall be distributed 

free only to executives exercising 

functions of responsibili, in connec- 

tion with production in manufacturing 

plants in Great Britain.” 

Executives eligible under this rule 
ior ~=smalier 


companies 

Design & Development Head 

Technical Director 

Production (or Works) Manager 

Plant Maintenance | ngineer 

Chief Buyer— larger compan: 
The Control Department turns 
down “Directors” by the score 
unless they assure us they are 
closely concerned with production. 
We even say “No” to ( hairmer 


plastic materials | 


“CONSIDERABLE 


vertising in IEN: “The results have | 


been most satisfactory. As you 
are aware, Our advertising with you 
has included widely differing ranges 
of materials and, in general, it has 
been a pleasure to find from our 
records that the higher grade 
companies have been introduced to 
us through your medium.” 


SUBSTANCE” 


Henry E. R. Kingsbury, Manaying | 


Director of Kingsbury C omponc its, 
Ltd., wrote us recently: “Resul!. of 
advertising in Industria! Equipment 
News have been most encour: "8. 
In addition to the en juines you 


10,00 


TOP FACTORY EXECUTIVES 
cannot be reached at ‘o 
cost by any other mr ons. 


have passed on to us (54) we have 
received quite a number direct 
Nearly all have been from concerns 
of “considerable substance.” 


SURVEYS SHOW 


that Operating Executives, not the 
Directors, determine the choice of 
materials and new equipment. 
No modern Managing Director, 
eager for better production, would 


| attempt to shove down the throat 


of his Works Manager a piece of 
uipment he didn’t want. 


tmousTane, EQUIPMENT NEWS 
66 GRAFTON WAY, LONDON, W.! 
Telephone ; EUSton 8562-3 
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ROOSTER 
PUBLIC ty LTD. 


ENGINEERING LTD. 


to tell food manufacturers and can 
ners about the JONES-MITCHELL 
Patented Hydro-System Process Pea 
and Bean Canning Equipment. These 
units can be fitted into any existing 
layouts and form complete canning 
lines, saving considerable space 


FOOD MANUFACTURE 


Stratford House, Eden Street 


fs are neta eE 


FOOD MANUFACTURE Is one of 
LEONARD HILL TECHNICAL GROU 


E specialised monthly 
journal dealing with all 
civil engineering in which 


moving equipment are in- 


os 


river widening, canal con- 


MUCK SHIFTER 
and Public Works Digeu 
is another publication of the 


TEXTILE INDUSTRIES & Finees 


| 
} 
| 


Velvet Tissues 


in new pack 


A new “compact size” 
containing 60 two-ply tissues for 
ninepence is being introduced by 
the Velvet Crepe Paper Co. Ltd., 
for their Velvet paper tissues. 


The developmen is backed with 
an extensive advertising campaign 
im women’s magazines and Picture 
goer, which will be launched at the 
end of the month. The trade press 
ws also being used 

Greentys Lid. handle the account 

* . « 


ACCOUNTS MOVING 


Asbestos Account 


for Taylor 


Taylor Advertising Ltd. have been 
appointed to handle the advertising 
for the Cape Asbestos Co., Lid 
from January |. New schemes are 
being prepared for Capasco clutch 
and brake linings, Asbestolux incom 
bustible building board and Capo- 
site thermal insulation material 

* * * 

Herbert Greaves Ltd. (Manches- 
ter) have taken over the account of 
John Harrop Lid., multiple fur 
nishers. A campaign is planned in 
evenings and weeklics in Man- 
chester and the north-west. 

* * * 


ACCOUNTS RELINQUISHED 
Filiott Advertising Ltd. 


(Birming- 


ham) have relinquished the account 
of the Chad Valley Co., Lid. No 
new agent has been appointed so 
far. 


. * * 


NEW CAMPAIGNS 


National ads. in 
Argus sales drive 


Argus Lid., publishers of 
True Magazines True 
Romances, Photoplay and other 
magazines, are to use national ad 
vertising to promote sales ‘ 
campaign starts to-morrow (Friday) 
with a half-page in the Daily Mirror 
for Photoplay. Sales for the October 
issue of Photoplay show an increase 


Press 
Story 


of more than 10,000 copies over the 
January-June figure of 160,383 
Agents: W. H. Gollings & Asso- 
ciates Lid. 


* * * 


Windsmoor latest 


Windsmoor are advertising their 
new “Plus” collection which intro- 
duces what is described as their 
latest whion-comfort™ idea AY 
campaign, using Il im. triples and 
& in, doubles, has been planned for 
the Observer, Sunday Times, Sun 
day Dispatch, Daily Express, Even- 
ing Standard and provincial dailies 
and evenings. Fashion stores are co- 


operating with special displays and 
tie-up adverlising The campaign 
ched with a preliminary 


campaign of teasers in the classified 


columns. Agents: Greenlys Ltd. 
» . 2 
Simplex Electric Co., Ltd.. are 


running a series Of advertisements 
featuring their cookers in the north 
west and east midlands Agents 


Stuart Advertising Ltd. 


tle is a special feature 
tube for Copydex 
adhesive. It opens automatically 
when pressure is applied and later 
reseals itself. The new tube is being 
widely advertised to the trade and 
a new showcard has been sent to 
dealers. The press campaign and 
advertising are handled by the firm's 
publicity adviser, Peter Collins. 


A plastic noz 


of this new 


* * * 
. 
New Biro pens 
Heavy advertising started this 
week for the new Biro pens-—Nos 
Jand tl. They will also be featured 
in the Biro Christmas advertising 
for which large spaces have been 
booked in all the national and 
main provincial papers Agenis 


C. J. Lytle (Advertising) Ltd. 
* * * 

The autumn advertising campaign 
for Rubecroid products is running in 
national newspapers and magazines, 
hardware journals and the architec- 
tural press. A new poster for Pluvex 
roof felt features a “weather house” 
with the slogan “Ignore the weather 
with Pluvex roof felt.” Agents: 
Samson Clark & Co., Ltd. 

* . * 

A new Toni home perm pro- 
gramme starts on Radio Luxem- 
bourg on Sunday It will feature 
the adventures of the Toni Twins 
and the music of Ted Heath and his 
band from 7 ve p.m. to 7.45 p.m 
each week gen Foote, Cone 


& Belding ta. 
* * * 
Margate’s national publicity plans 
for next year includes advertising 
on the London Underground, and a 
solus poster, 14 ft. by 6 ft. 8 im., 
at Cannon Street station, 
* * * 
Minel, a new worm and fluke 
remedy, produced by LC.L, is being 


idvertised ins fa ng journals, 
county weeklies and the trade press. 


Agents: Clifford Martin Ltd. 
* * * 

Large scale ivertising for 
Yestamin in the Dai; Mirror, Daily 
Graphic, News Chronicle and Daily 
Herald is announced by The English 
Grains Co., Ltd. Agents: 

Ltd. 
. * * 

Advertising in n nal magazines, 
including - Radi Times icture 
Post, Evervbod, nd John Buil, 
is planned by BI & Decker Ltd., 
for their rang Handy Utility 
electric tools rents Smee's 
Advertising Ltd. 

* * 

A gift offer ng announced 
in trade press ad sing for Soreen 
meringue powd tvery purchaser 


of four packet 
received the new § 
ing bag Ager 
Lid. (Manches 


ve powder is to 
en plastic forc- 
y 


BRavard Pw 
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Ocroper 23, 


300,000 postcards 


| ay hundred thousand housewives 
the London area are receiving 
oF. enabling them to buy 
Chico, the Lyons’ coffee flavoured 
beverage, for Is. 8d. instead of the 
normal price of 2s. Agents: Service 
Advertising Ltd. 


PUBLIC RELATIONS 

New accounts acquired by Brew- 
ster Owen & Company, Lid., include 
Lancome of Paris, cosmetics, plastic 
Covershoes, and ¢ Commander 
motor-cycle which will be launched 
at the International Cycle Exhibi- 
tion on November 15. 


BALLOON RACE 


Thousands of balloons 
message: “Kleenex is 
released from Batt 
> Gardens as part of a 
race marathon staged by 
Cone & Belding Ltd. 
clients, Cellucotton 

he race coincided with 
launching of the biggest 
Kleenex tissue handkerchef 
Using campaign 

Girls with Kleenex sashes 
away free entry cards to 
the Gardens In the evening film 
starlet Sandra Dorne cut the twine 
for a mass release of several hun- 
dred balloons Free samples ot 
Kleenex were distributed 

Prizes for the competition will be 
awarded early next month The 
first three will be money prizes 
£10, £5 and £3 each for the finder 
and sender of each of the balloons 
which travels furthest There will 
be a hundred consolation ffrizes of 
Kleenex for each finder and sender 
of the next t succe ssful balloons. 


bear ing 

back.” 
Plea- 
balloon 
Foote, 

for ther 


the 


rsca 


the 
ever 
adver- 


gave 
arrivals at 


Shoe ads. have 
‘freshness’ 


“Autumn advertising campaigns 
by shoe manufacturers in the 
national dailies and women’s maga- 
zines have a freshness and fashion 
flair which makes them stand out 
well.”’ observes the Shoe and Leather 


that 
firms 
sketches of 
out 


journal comments 
the more conservative 

presented freer 
attractively laid 


even 
have 
shoes 
ind with a 


strong fashio on mm appeal in il in the copy 
Bigger offices 

Young & Rubicam Lid... who 

since 1948 have been occupying part 


Regent Street 
-year lease on 
premises with the excep- 
tion of the ground floor shops, basc 
ment cafes, and part of the first 
floor. The total office space covered 
by this lease is something over 
20,000 sq. ft 

The completion of this new Jease 
will mean that additional! space wil! 
become available to Young & Rubi- 
cam from time to time on the ex 
piration of the present tenancies 


Decorating Nuffield 


showrooms 
A brochure prepared by the 
Nufficld Organisation for their dis- 
tributors, Stay in the Public Eve 


of Roxburghe House, 
have now signed a 
the whole 


contains suggestions for decorating 
showrooms and service premises in 
a standard colour scheme 


use with the Nuffield 
Keeping Our 


intended for 
display catalogue 
Names Bright 
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a 
Golf 
— 

Column Club 
. a 
Captain’s Day 
There were 30 entries for 
Captain's Day of the Fleet Street 
Column Club Golf Circle, held at 
Royal Wimbledon on Wednesday 
last week Results: 
Singles.—Winner, J. C. Warbur- 
ton; runner-up, M. Chavasse; best 
first nine, G. Millem; best second 
nine, D, Passmore; nine hidden 
holes, J. Everett; special prize, 
S. H. Vincent. Foursomes.—-Win- 
ners, D Passmore and C 
Sanderson runners-up, J 
patrick and A. H. Mclsaac; 
first nine, R. W. King and W. L 
Twigg; best second nine, G. Martin 
Lewis and Slaughter nine 
hidden holes, M. Chavasse and 
E. W. Sellar; special prize, P. Prior 
and J. C. Warburton. 
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SPORTSMEN’S CORNER + 


Among the guests who joined the 
players at the annual supper held 
the same evening was Philip Hud- 
gell, secretary of N.A.G.S., and a 
telegram of good wishes to the 
F.S.C.C. Golf Circle from N.A.G.S. 
was read out and cheered. 

At the annual general meeting 
John Sime was re-clected ——, 
and the following other cers 
were appointed: vice-captain, Jack 
Everett; hon. treasurer, E. W. 
Sellar; hon, secretary, Don Gooch. 
Committee: F. Breeden, H. Fish, 
C. Glover, H. D. Salmon (all re- 
elected), and J. Fitzpatrick and 
A. H. Mclsaac (elected). 

* * 


Football 
— 
Result 
Samson Clark 6, Dorset House 2. 
Fixture 
Charles F. Higham v. Samson 
Clark (at Regents Park), Saturday. 


75th birthday 


In addition to an_ cight-page 
paper the Middleton Guardian 
celebrated its 75th birthday by pub- 
lishing a 16-page supplement, which 
included three full-page and seven 
half-poge advertisements. 

* * * 

The Chorley Guardian and the 
Leyland Guardian are reverting to 
11 em column width 

* * * 

From January |, The Financial 
Times will carry an 8 in. d.c. solus 
position on the front page at the 
special ptice of £144. 

. * * 

A 12-page guide to the 
Show is included in this 
issue of the Poultry Farmer. 

* » * 

Sunday's issue of The Observer 
was 16 pages. 

. a * 

The Tatler is to issue its Winter 
Sports Number on November 12. 
* * * 

Winter comfort is the subject of 
House and Garden's second exhibi- 
tion at the Decoration Centre, 16 

Grafton Street, W.1. 


Dairy 
week's 


* . 


- 


Explous of R.A F. pilots in Korea 
are featured in the November issue 


of the R.ALF. Review. 


The Maachester 
Chronicle's Woman and , 
Exhibition opened at the City Hall, 
Manchester, on Tuesday. The exhi- 
bition features a hall of fashions, 
displaying the latest creations from 
leading London and Paris houses, 
and will remain open until Novem- 
ber 8. 

* * * 

Monday's The Financial Times 
carried a 32-page separate Survey 
of the Motor Industry and Its Sup- 
pliers, containing many advertise- 
ments from component and equip- 
ment manufacturers. 

* . . 

October issue of the Brewers’ 
Guardian contains 306 pages, 200 
being advertisements (68 in colour). 

* . * 

Ways in which photographs can 
be used in classified displays for 
auctions and sale of houses are 
illustrated in a Manchester Guardian 
promotion folder, Seeing helps the 


buyer. 
Rates change 


The Chemist and Druggist wil! re- 
appear in quarto size on January 
3, 1953, when a new scale of adver- 
tisement charges will come into 
effect. 

* * * 

Following the increase in paper 
ration, advertisement spaces are 
being re-introduced in the Mission- 
ary Herald, type area 8 in. by 6} in. 
and the Quest, type area, 6} by 
4} in., both of which are published 
by The Carey Kingsgate Press Ltd. 

* * * 


Weekly bulletins givin 
forthecming important features are 
sing sent to newsagents by the 
Irish Times. The first one went out 
last week. This is claimed to be the 
first bulletin of its kind in the 
Republic 
»* 


details of 


* 
issue 


. 
of Food Trade 
Review celebrates its 2ist birthday 
and is the largest issue published so 


October 


far. Many tributes from the trade 
are reproduced in it, and more will 
appear next month. Of the many 
advertisements, ten have been 
specially designed to contain greet- 
ings. 
* * 

Punch Almanack will be pub- 

lished on November 3 price 2s. 


ADVERTISER'S WEEKLY 


At the annual supper of the } 
right C. Glover, Hi Dawson § 
of N.A.G.S.; John Sime, capiay 
and Don Gooch. In front of 


et Street Column Club Golf Circle. Left to 
non, E. W. Sellar, Philip Hudgell, secretary 

Jack Everett, vice-captain; G. H. Dunbar 
»p table, A. R. Everett and A. H. Mclsaac. 


A. C. Duncan, chairman of Odhams Press Lid., driving off in the golf 

match between the Odhams Press and George Newnes golfing societies at 

Cuddington on Saturday. The result was a win for Newnes by two matches 
to one with two games halved. 


It's no secret! We shall 
be moving into larger, more 
~. modern premises in the near 
future, where, with an 
increased staf] we can cope 
more conveniently with our 
steadily-expanding business. 
ts soon as all the details 
are finally settled, it 
will be our pleasure to 
announce our new address. 


GEORGE MURRAY (Apvertisinc) LTD 


184 STRAND, LONDON, W.C.2 
TEMple Bar 6688 
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ADVERTISER'S WEEK) 


PROGNOSTICATIONS 


Special attention should be 
paid to health and physical 
culture. You will be well 
advised to devote more time 
to outdoor pursuits such as 
golf, and build yourself up 
for the winter, Feelings of 
restriction or of obligation 
to keep your nose to the 
grindstone can be overcome 
by letting Gloversk do 
the worrying about your 
advertising. 


Aspective Dates 


Oct. 27/28. 

An impressive agglomeration of 
Native and Transatlantic spell- 
binders is foreshadowed in the 
Metropolis under the ISMA «yis. 


Nov. 5 

Strong probability of lights in the 
sky and widespread pyrotechnical 
displays—notably of the verbal 
variety among the galaxy of IIPA 
luminaries assembled at 
Dorchester for their Silver Jubilee 
Dinner. 


* 


An up-and-coming middle-weight 
agency which can make a 1 y 
sized appropriation work ke a 


the 


Clydesdale—that's Glovers 
Operating a complete adver 1g 
service, it is particularly s ful 
with accounts in the ‘teen ct d 
bracket. Write and find « ” 
they do it 

-—— 


GLOVERS , ADVERTISING LTD. 
30 Bouverie Street, EC 4 


_~ 2892 (6 lines) 
Also at Bristo/, 
Tel. 25483 (3 lines) ¢ 


@ Covtinued from page 194 


Copyright dilemma for 
sponsored TV 


of the spectacle televised, and so 
satisfy 


the reasonable require- 
ments of the organisers. The 
broad-asting authority would de- 


rive fees from these public per- 
formances, and therefore, would 
be in a position to provide the 
necessary extra payment to those 
supplying the material for tele- 
vised programmes. So the spon- 
sored TV company would draw 
the fees from the local cinema 
showing the programme to its 
patrons, using either all, or some 
of the money, to pay the pro- 
moter of the event 


Public performance ? 


At once we come up to the 
next difficulty. What is a “pub 
lic performance?” 

“The test of public perform- 
ance as now applied,” states the 
Committee, “is not whether the 
public is admitted for payment 
of money or money's worth; nor 
is the status of the proprietor of 
the entertainment the criterion 
It is a fact that almost any per 


formance outside the domestic 
circle comes within the descrip 
tion.” 

In other words, every person 
or organisation owning a tele 
vision set outside the domestic 
circle may be liable for a fee 
That includes rat of bodies, 
such a the Y.W~< M.C.A., 
ete... which seems har nd 


To get over this difficulty, the 
Committee recommends that 
statutury power should be given 
to a rule-making Authority 
they iggest the Ministry of 
Education or the Ministry of 
Hous ind Local Government 

to make rules under which 
societies of a religious, social or 
educational character, which are 
not established or constructed for 
profi vould, in effect, have the 
right or privilege of showing the 
programmes without paying a 
fee. The Committee apparently 


POSTER SITES 

PAINTED & REPAIRED 
anywhere 

SIGNS FINED & 
MAINTENANCE 

Executed 

by the right people 
FIXALL SIGNS 


16 FARQUHAR ROAD, 8.£.19 
Gipsy Hill 5296 


t/MITEO 


24, HOLBORN. 
LONDON, E01. 


CHANCERY 47/3 


KIRKSTUD/O | 


was baffled when it came to 
consider the position of a “per- 
formance” in a public house, or 


café or other trading establish- 
ment to which admission is not 
secured by payment It made 
no recommendation in this field. 

The Committee then turned its 
attention to the problem of 
whether, if the public has no 
protection against the action of 
the B.B.C. or other broadcasting 
authority in issuing its “public 
performance” licence, this power 
is likely to be abused. To hold 
the balance between the event 
promoters and the broadcasting 
authority on one hand, and the 
broadcasting authority and the 
public performance licensees on 
the other, the Committee sug- 
gests the creation of a Tribunal. 
whose decisions would be final. 

The position of a sponsored 
televising company within these 
proposals is a matter which, no 
doubt, will be considered by 


those who intend to make them- 
selves responsible for entering 
this field. Such a company ob- 


viously would not desire to limit 
the amount of reproduction. Sup- 
posing, for instance, they were 
televising an event sponsored by 
an advertiser--they would prob- 
ably welcome the decision of 
local cinemas to show the event 


on their screen. and if all the 
hotels, public houses and clubs 
in the district did the same, so 


much the better, Even if the com- 
pany legally held the copyright of 
the television, they might decide 
not to enforce their rights; by 
allowing cinemas to screen the 


event, without a fee, they would 
benefit the advertiser. 
Two difficulties 
Two difficulties arise. The first 
is that the sponsoring television 
company may find that it requires 
some of the fees to meet the 


charges of the ev 
remember they 


it promoters 
iy be bidding 


against the B.B. who presum- 
ably will be taking the licence 
fees—and second!, the Legisla- 
ture may decide that it cannot 
have a situation in which the 
B.B.C is charging a fee and the 
independent company is not. In 
that event the &.B.C. may be 
driven off television so far as 
public perfor wes are con- 
cerned. On other hand, it 
would be ridicu!ous to make the 
independent < vany charge a 
fee against its res. 


It will be interesting to see how 
matters develop 

Whilst the sion proposals 
are by far yst interesting 
aspect of the port, it is re- 
assuring to k that the posi- 
tion so far as linary advertis- 
ing is conce 1, will remain 
unchanged. 1 Report tends to 


tighten up | 
and does n 
repeats the ad 
before 


w of copyright 
sen and one 

so often given 
¢ other people's 
do, you run the 
the law.” 
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i APPOINTMENTS WANTED 


SPACE SALESMAN, ex-service. both 
wars, g00d personality and education, 
alert, active and resourceful, experienced 
all-round salesman with good space sell- 

record s¢cks position in ndon 


5) 


where initiative and enterprise would 
be appreciated 
Box 2967 Ad. Weekly 180 Fleet St EBC4 
CIRCL LATION MANAGER seahs 
change, at present cmployed on first 
class technical journa 
Box 2933 Ad eekly 180 Pleet St BC4 


TOP GRADE ANIMATOR secks change. 
Able © produce or supervise production 
of animated cartoons. 

Box 2952 Ad. Weckly 180 Fleet St BC4 

EXPERIENCED FASHION AND 
GENERAL Artist desires position in 
London studio or free-lance 
Box 2919 Ad. Weekly 180 Fleet S: BCs 

FIRST CLASS LETTERING Artim secks 
change Sor gcnera 

Box 3023 Ad Weckly 180 Fleet St BC4 

TYPOGRAPHER 
sm concern and 
University (age 29) noes wane 
lance Of permanent Nrit 
Box 3015S Ad. Weekly 1 Fi leet St EC4 


FREE LANCE SERVICES 


Charmed by 
Photographers’ 
Representatives 


| don't want to see any. | have a 
series (interior table scenes) to be 
done in colour that need a certain 
touch. | should like a selection of 
black and white prints from which 
i could choose a style. But through 
the post please — all prints will be 
returned. Write to 


Box M. 296, < o STREETS 
110 OLD BROAD ST., LONDON, E.C.2 


FREE LANCE 


t ars aol 


offers top-<lass 
< artoons a 


Vitustra 
Political 


Wra 
Ox wi Ad. Weekly 180 Fleet St EC4 


BUSINESS OPPORTUNITIES 


oo a Studio-Factory 
nis to buy outright 
conan riling &®. re ~4 an established 
Silk Screen Business. Pla Manaac- 
mem and Saft to be 
premises District NW 
Box 2999 Ad. Weekly 180. Fleet St EC4 


SHOW CARDS, CUT-OUTS, 


ag Jackets, Advertising a 
by photo-litho or 
"Gen phototitho process x) 
CARILLON PRESS LTD. 
Fine Colour Printers, B 
Telephone: Boscombe 
Office: 98-100 Fleet St., 
Phone: CENtral 1740 


ACCOMMODATION 


ag” “aod To oes. ite at A, ros 
ft 
ra nes and gas foun Phone | CTTy 1472 


SALES AND WANTS 


A LEDGER POSTING Machine. Bur- 
roughs National or Remington. req 


35 
B.C.4. 


Jasco 246 Bethnal Green Road, 
London, E.2. Bishopsgate 9434. 
ADDRESSOGRAPH FRAMES “B” 


Index for sale 45s. 1,000, also Cabinets 
M.S.S. 49 Tattenham Grove, Epsom. 
ONE SECONDHAND Model 3 B® 
Adrema ee Printing rag For 
particulars Ring Ealing 6688, Ex. 


24 
SPECIAL ANNOUNCEMENTS 


See October 2 issue of Adver- 
tiser’s Weekly, pages 56 and 57 for 
the Advertising Services & 
Supplies Section. October 30 
will be the next issue contain- 
ing these Services. 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


Assistant 
Production 
Manager 


Excellent opportunity for 
a keen and live young man 
to act as assistant to 
Production Manager, with 
every chance of pro- 
motion. Write giving full 
personal details to 


YOUNG MAN required to 
licity Manager 
ecring Firm 


assist Pub 

of Progressive Engin- 

Ase 22 wo 24 
bel 


. "iimtet! igencc 
and ability to write letters more desir 
able Excellem scope and opportunity 
to learn ess, Editorial, Exhibitions 
Print Presemation 
Statistica! relationship w 
Phone Holborn 3712 or 

Box 3022 Ad. Weekly 180 Feet St BC4 


LONDON ADVERTISING AGENCY 
requires 
TECHNICAL ACCOUNTS 
EXECUTIVE 


Must have had experience 
handling publicity for engines 
(petrol, diesel, gas) though not 
necessarily with an Advertising 
Agency. Mechanical engineer- 
ing degree an advantage. Will 
probably handle here motor 
vehicle, fuel or accessory ac- 
counts in addition to one 
embracing diesel power and 
electrical generation. 

Please write details to 
Box 3006 
Advertiser's Weekly 180 Fleet St EC4 


JUNIOR. DESIGN ASSISTANT required 
by DESIGN CONSULTANT Good 
lettering and finished art work required 
Creative ability and knowledge of 
packaging an advantage .-- 2 
applicant will be required to work 
Sussex rite giving fullest details ot 
experience, age and salary required 
Box 2888 Ad. Weekly 180 Fleet St BCs 


PRODUCTION 
Small, growing Technical Agency re- 


Box 
Advertiser's Weekly me Fleet St EC4 


LETTERPRESS PRINTERS old cstab- 
jusned with modern works London, re- 
quire Representative used to handling 
colour and first<iass commercial! 

Our saff know of 
Write Moyes experience et. 

Ad. Weekly 180 Fleet St pcs 

Pace REPRESENTATIV ES capable of 
earning over £1,000 a year required 

publishers of Guides and Annual 
ndbooks. Write, giving full parti- 


culars of by gest age, ch., © 
Box 3018 Ad. Weekly 180 Fleet St BC4 


this esverisomest. 


" $90 Pieet Street, London, E.C.4. 


=e han Gini hes 3s. 6d. per lee, 405. per 
per line, 35s. per display 


CHAacery 


APPOINTMENTS VACANT 


these adverthemen!, must 

of Labour or a Scheduled Emp!.yment 

Agency if the applicant is 2 man aged 18-64 inclusive or 2 woman aged 18-59 jnctusive 
unless be of she, or the employment, & ex from the provisioss of the 


SAWARD BAKER & CO. LTD. 
expanding their creative staff 


require an 


OUTSTANDING 
CREATIVE 
COPYWRITER 


Applications are invited from youngish men (say between 
and 35) who already have made some mark in advertising on 
National accounts, including the publicity requirements o! 
Marketing and Sales Promotion. 

Please write in confidence, giving full details, including aye 
and salary required, (but do not enclose examples of work at 
this stage), marking your letter * 
liser,”” to the Managing Director, Saward, Baker & Co. Ltd 
27 Chancery Lane, London, W.C.2 


? also a 


TOP 
FLIGHT 
VISUALISER 


‘Copywriter or **Visua 


Retouching 


and 
Lettering 
Artist 


A fully experienced figure and 
general retoucher with first 
class lettering ability required 
by Publicity Departmen of 
big London Publishing House. 
A permanent job for the right 
man. Excellent working con- 
ditions. Pension Scheme. 5- 
day week. Write, giving full 
particulars of experience, age 
and salary required to 
Box 3028 
Advertiser's Weekly 180 Fleet $t EC4 


SALES MANAGER, to control and of- 


ganise the activities of driver-salesmen 
receiving shop personne! of a 
Must be experienced, 
with this type of 
writing. to the 
Advance Laundries, Valence 
Dagenham, Essex 


ADVERTISING EXECUTIVE. Lady ad- 
vertising executive required by inter- 
navional business organisation in 
Geneva. Thorough knowledge of French 
and prefcrably some Span ust 
familiar with the graphic art, Diock- 
making, printing. setting. papers, ete 
Attractive opening for a lady with 
pienty of drive and initiative, with ex- 
ceptional prospects Please write, in 
first instance. giving age. experience. 
and salary required. Suitable applicants 
will be interviewed in London 
Box 2906 Ad. Weekly 180 Fleet St EC4 


Avenue 


ADVERTISEMENT REPRESENTA. ZTE LTD. need a good ecncrsl & 
TIVES wanted for Sports Mediums artist Pleasant = ° Dnt 
Football Programmes, Cricket Year and good salary. Tele - . 
Books. Score Cards, etc.. etc. Salary or wr phone or write 
Expense allowance and commission for 12k Since aon a, Iso, ZEC Lied 
those of proved ability. Sports Publica- jaker Street, 
tions 46 Watfara Way, London, N.W 4 
Telephone Hendon 1934/2929/3370 

VISUALISER 


experience for 


London, W.C Residing 
Slough. an advantage. 
Box 2956 


required preferably with technical 
small agency in 


Advertiser's Weekly 180 Fleet St EC4 


near 


es hy ee EXECUTIVE wa 
« eatad! 


ished firm selling a nish 


— the world over. Head- 


quarters to be in Geneva Mother 
tongue be English with thorough 
knowleduc of French Also all-round 
advertising experiences and sound oul- 
ture requed Attractive opening for 
young and energetic man. ow of 
expericn:« and salary required 

Box 2907 Ad. Weekly 180 Fleet ‘x ECS 


is ambitious ond keen. 
Students, please 


LETTERING ARTIST 


Small growing studio has a vacancy 
for an artist in his twenties, who 


Box 3020 
Advertiser's Weekly 180 Fleet 6t EC4 


No Art 


A VACANCY OCCURS 


having 
Good at 
slight 
making would 


and «4 
Process biock 
able. 
and full details to 


in the Produc- 


figures 


knowledge of 


be desir- 


Please state age, salary required 


Box 2935 Ad. Weekly 180 Pleet St BC4 


COPYWRITER 


fequired to prepare copy for 
circular letters and 


be capable of writ 


esting fom 


Tottenham. 


catalogues, cic., 
relating to Gestetner products. Must 
na clear and inter- 
technical 
experience. 


folders. 


data 


VISUALISER.” 


on good figure drawing 
visual presentation 
various art technigu: 
to translate into { 
visualisers. Wri 
“LAYOUT MAN 
concerned have be: 


(no 


Well-known London Agency 
REQUIRES 


2 SENIOR 
VISUALISERS 


Top line ‘thinking’ ability and standard of visual presentation 
required. A willingness to work in a team or to accept full 
responsibility for original creative thinking, are essential 
qualifications. Write in the first place (no specimens) and 
tell us all about yourself, marking envelope “SENIOR 


EXPERIENCED LAYOUT MAN 


able to translate copy to visual form with particular accent 
A high standard of sophisticated 
s required and an all round ability in 
The applicant must also be willing 
shed layout form the work of senior 
Specimens) 
(The Creative staff of the agency 
informed of this advertisement). 


Box 2991 Advertiser's eekly, 180 Fleet Street, London, E.C.4 


marking 


envelope 


*Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


Technical & General 
Advertising Agency Ltd. 


Member of the LPL 
Companies 


Group 


234 


VISUALISER 


T & G have a vacancy for a 
good visualiser who preters 
being busy, can fit into a pa 
ticularly happy group a 

would like stay The jot 
is mainly concerned with the 
general side of the Agency s 


accounts. 
work and experience on tech without supervision. 
nical accounts is NOt essentia 


} and sal d, t 
He should have the t | ee Payee 


to 


ability to 
develop his own or the team’s 
ideas in the form of good 
pencil roughs including figure 
work and lettering 


ACCOUNTS EXECUTIVE 
IN LEICESTER 


Nicholls Dorrity Advertising Ltd., need an experienced executive 
resident in the Leicester area to take over their East Midlands 
The successful candidate must be capable of working 
Details in full confidence, including age 


NICHOLLS DORRITY ADVERTISING LTD. 
88 Vittoria Street, Birmingham | 
—marked ‘‘Accounts Executive” 


TYPOGRAPHER LAYOUT MAN 


| YOUNG MAN ASSISTANT required by 

, P old-cstablished London Agency Gren 

There ts also a Vacancy for a | era Agency experence and typing 

j typographer layout man to | ementia with full detais of 
: nt ; aac xper and salary fequ k 
: work on adaptations and on Sele he Wankty 100 Flea en 


mark-ups 


Send brief details of experience 


SHOWCARD & CUT-OUT ARTIST 


ind salary required to: Studio | | The ABBEY DISPLAY CO. LTD.. 49 
Manager ra G OL St Charles Sereet, London, W.1, still have 
t Martin's Lane. W.C.2 one vacancy for a man fully experi- 


» enced in construcwion and full colour 
} design for printed collapsible point-of- 
i sale advertising material 


; EXECUTIVE required by nationally Phone GROsvenor 632! 

$ known outdoor advertising Company 
Applications, giving full details of ex- 

: perience with age and salary required, REPRESENTATIVE, having established 
should be made only by those with th ational Advertisers 
wide knowledge and general experience roe > Load m firm of printers pr 
of poster sites in al) parts the first class and attractive printed 
couoty vertising ovelties 

’ Box 2583 Ad. Weekly 180 Fleet St BC4 1995 Ad. Weekly 180 Fleet St EC4 


| top-flight 
| copywriter 


’ THE COPYWRITER WE WA! 


T 


is an experienced, versatile man—a 


man who really can write—who will quickly 


be able to prove to us that he is 


worth more money than he is 


getting at the moment. 


N.B. 


Anow of this ad 


Our preser 


Copy Staff all 
vement, and will give the 


right man a ger welcome as an addition 


to the strength « creative team. 
Apply, giving details of age, 
experience, and y required 


(ho specimens at 


5 stage) to Box No. 2992. 
Advertiser's Weekly, 180 Fleet Street, E.C.4 


‘Phone your Classifieds 


SALESMAN /MANAGER wanted for 
small display and model making pro 
duction unit near Staines——head office 
Weat End—good Macts in comme: 
and advertising ficids casential This » 
an opportunity for a keen man in a 
really 1} winess—all repucs 
treated nh str confidence—repiy 
in ped instance. giving full part lars 

{ previous experience 
Ay 29K9 Ad Weekly 180 Fleet St Es 


Octoper 23, 1952 


CLASSIFIED ADVERTISEMENTS | 


YOUNG 
PRODUCTION 
MAN WANTED 


must have had some agency 
production experience. A good 
chance for a keen and energetic 
worker. Write, in first instance 
giving brief outline of age, 
experience and salary required 
to Production Manager, 
Box 3004 
Advertiser's Weekly 180 Fleet 61 EC4 


OFFICE MANAGER required for re- 


sponsible position i y London 
with unlimited scope and prospects 
Must be first class man capable of 
assuming full contro Write giving 
details of age. expericnce and salary 
required, in wmifidence 


to 
180 Fleet St BC4 
iMustrating chil- 
and adventure 
KN 


Box 2997 Ad. Weekly 
ARTISTS required for 
dren's books, cowboy 
strips and nature 
1987 or write Vale 
pemignes Road, 


stories Te! 
Studios Limited, 3 
South Kensington, 


WORKING MANAGER od for Bill- 


posting Company. South Town 
Excellent prospects Sm State 
age. experience, references, salary re- 


quire: 
Box 2948 Ad. Weekly 180 Fleet St BC4 


Assistant 
SECRETARY — ACCOUNTANT 


A progressive medium-sized City advertising agency requires 
the services of a man or woman with a thorough knowledge 
and experience of advertising agency accounting, to act as 
Assistant to the Secretary /Accountant. 
enced applicants are requested to reply, to The Secretary 


Box 2986 Advertiser's Weekly, 180 Fleet Street, London, E.C.4 
Two experienced typist/bookkeepers are also required 


Only fully experi- 


CATIONS are invited for the post 
ransport anager of the Birming- 
ham Gazette and Despatch Lid Man 
j with good organising ability required 
who can take wee Of fleet of news 
Paper distribution vehicies Some 
mechanical knowledgc essential Fx- 
perience { Ford and astin venicies 
an advantage Al with full detains 
of Xperience and = refe cs, to 
Managing Director The Birmingham 
Gazette and Despatch Lid, Corpura- 
tion Sweet, Birr am 


| PRIVATE ane 


} small progress 


msiance. # ne f . ential ng exper! 
nee » addition Shorthand / Typing 
aise salary required. to 

Box 3027 Ad. Wecek!ly 180 Fleet St EC4 


=, Director of 
rite in first 


ASSISTANT 
ADVERTISEMENT 
MANAGER 


Required for old-es 


ablished printing 
trade journal. K 


wledge of printing 


ASSISTANT SECRETARY 
Publications Manager of 
Screen Advertising organisation. Sound 
ombination of tact 


PERSONAL 
required by 


and initiative 
Box 410 Ad. Weekly 180 Fleet St BC4 


PENTAGON 
have room for 
more artists 


but only those who are specialists 
in scraper or retouching of the 
absolute highest quality. 


There is also a place for a very 
good general artist who can 


methods, and experence as advertise- 
ment representative essential. Excep- take over from the rough visual. 
tional opportur well-educated, 
energetic and ambitious man (preferably Write or ring for appointment. 
under 32 years age) resident in 
London area. Ac avons (by letter 
only), giving f etals, and stating 
salary required be forwarded in PENTAGON 
= confidence to Mr. Cyril DESIGN SERVICES LIMITED 
a) 
; 36-38 Rupert St. London, W.1. 
MACLEAN-H UNTER LTD. 
Wellington House 125 130, Strand, GERRARD 6721 
London, W.C.2 
COPYWRITER Vist ALISER, fully ex- UN E OPPORTUNITY for all round 
vy old entablt shed Artist © take over and develop Lon- 
t n Ad Agency Salary don Studics, w nown in pre-war 
mmMensura ability Our staff days Basic salary and high percen 
has been wf this advertise- — a pr for keen and energetic 
men \ “% particulars to 
Box 2 180 Fleet St EC4 Bow 3009 Ad. Weckly 180 Fleet St BC4 


to CHA 8844 (Ex 25) 


es = es 
—— = Situations Vacant: “The engagement of persons answering these adverthements gust 
t be made @rough a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency @ te applicant & & man aged 15-64 inclusive of 2 woman aged 18-59 inclusive 
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Ocroper 23, 1952 


APPOINTMENTS VACANT ff 


PROCESS ENGRAVING 
INSIDE CONTACT MAN 


TYPESETTING 
INSIDE CONTACT MAN 


PROCESS ENGRAVING 
ORDER CLERK 


These three jobs are immediately 
available to capable candidates. 
Applications, which will be 
treated in strictest confidence, 
should be made in writing or by 
personal telephone call to 
MR. A. L. MORRIS 
GEE & WATSON 


UMITED 


111 SHOE LANE, LONDON, E.C4 
CENtral 6555 


ADVERTISING WOMAN required 
Shorthand Harrow Distric 
Box 3007 Ad. Weekly 180 Ficet SECS 


PHOTO-ENGRAVING order and invoice 
clerk Write stating experience and 
salary required, John Filmer & Co., 
Led., 29 Mercer Street, W.C.2. 


VISUALISER 


We require an experienced, 
Agency-trained man who thinks 
fast and can swiftly and — 
put his ideas on paper. He will 
act as deputy to Senior Visua- 
liser, guiding and assisting crea- 
tive staff in the preparation of 
layouts and artwork of all kinds. 

This is an interesting and re- 
sponsible post in a _ rapidly 
ay | Agency. Pension and 

rofit Sharing Schemes Apply. 

Write in confidence (do not 
enclose specimens), al oe full 
details of your backgroun 
and present salary. 


Ss. C. Peacock Ltd 


MADDOX HOUSE 
215-221 Regent St., London, W.1 


PROCESS ENGRAVING. A _ London 
House specialising in the service of 
block making, typesetting and foundry 
work to advertisers, has a vacancy on 
its Sales Staff Applications are in- 
vited from experienced Representatives. 
This appointment carries a salary and 
commission. Our own staff are aware 
of this advertisement. Write, in con- 


fidence to 
Box 3025 Ad. Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 
suORTHAND: ere Private Seore- 


DOWNTONS 


Require a first class 


attractive accounts. 


full support of a progressive organisation. 


Please write giving details of experience and 
quired, to the Art Director, 


DOWNTONS LTD. 


TEMPLE BAR HOUSE + FLEET STREET * E.CA secks appointment where 


free lance “work, 
Box 2979 Ad. W Weekly iss. Flee: 5 St 5 BOs 
CAVOUT ARTIST, 26. 15 


expert ence, able to do lettering, ag | 
twork, a Lo all possess good 

knowled ce roductic 

Box 292) Ag Ween! y iso Pieet St BC4 


EXECUTIVE Uemalc) with pole and 
maity seeks seuponaipte =. 
Experienced Secretary 
Buyer, Staff Controller, on ariver, 
Box 3011 Ad. Weekly 1 


N = 

T past as Print Buyer or similar 

CREA IVE AR { isT where his wide experience © 
Packaging, Publishing 


id be suitably rewarded. 
Box 2988 d. Weekly 180 Fleet St BOS 
EXGHAY ; ~~ Young go-ahead account 


Here is unlimited opportunity for an experienced creative executive (D.A.A.) willing 0 exchange 


his first class experience, analytical 


. , ! nd gift f 
artist able to produce first class creative work, and to mind, pleasing personality and gi pe 


getting on with people, with a posit 
im an expanding & 


, ond ar or advertising 
work on his own initiative on a number of varied and cepartmenmt where his abilitics will be 


wt to full use 
Box 2994 Ad. Weekly 180 Fleet St BC4 


YOUNG MAN, Public School. enthu- 
ambitiow 


Backed by a large comprehensive studio he will have the pleted NS. 3 yeom selling eaperience, 


seeks traince position Natic Adver- 

P. Meister, ES.U., 37, 
_Charies Street, W.1. oe itd 

ADVERTISING | AND SALES PROMO- 


twsers D 


The posi offered is an important one and a good MANAGER, tly returned 
_ - ; ° ary 7? 25 — all found superlente in 
will be paid to the individual having the right qualifications major cities, U.S.A., particularly Pacific 


Coast, also London Asta, seeks con- 

nections with Agency, ublication of 

salary re- fm where sound experience and know- 

ledge of U.S. Advertising and Mer- 
chandising methods would be usef 

ould also consider partnership with 

mm Keen in development of new 

ounts. Interested in Expors 

Box 2990 Ad. Weekly 180° Fleet St BCs 

YOUNG MAN (9) with 12 years ex- 
perence of Priming and Advertisi 


round knowledge is desired 
ott bogs lactude Print 


E 
time lecturer at Art College, with 
thorough knowledge of the craft and 


jong practice in the studio, fequires 


MANAGER = required WELL KNOWN PROCESS re- position Employment abroad con- 
Applications in writing, giving full de- quires representative based on sidered 
tails of experience, with age 7 a chester knowledge of advert Box 3002 Ad. Weekly 180 Pieet St BC4 
cequir ou! made by only agency an advantage. Applications In . WRITER G2)” seeks 
those with wide knowledge and genera! confidence to Tecanec AL Mechanical a 
uestense RI BA By wy? Mid Box 2947 Ad. Weekly 180 Fleet St ECA Office equipment, «ystemm methods. 
North Mill, Katharine Street, Ashton- | FASHION AND GENERAL ARTIST re- | fansgement” Editninl nablicke oe. 
_under-Lyne, Lancashire. _ aie quired in Studio of well-known group vice and instruction manuals, reports, 
ASSISTANT TO ADVERTISEMENT of companies publishing trade and ss Widely wavelled, educated man, 
MANAGER of old-cstablished national specialised journals Salary £350 Good mixer at high level. 
weekly raguired. Will be required £400, according to qual —_-% oe Bos ‘003 Ad Weekly 180 Fleet St BC4 
to sell space. Excellent opportunities ang ot age. experic etc --1B mt * 4 
for early advancement. Letters giving Box Ad, Weekly 180 Fleet st “ec “ Continued on poge 232 


| ag details, age, experience, etc., to 

3 Ad. Weekly 180 Fieet St BC4 

TOUNC | MAN OR WOMAN (19-73) re- 
quired for interesting clerical work in 
Advertving and anagetial Depart- 


COURSES 


ments of newspaper. Slight knowledge 
of book-keeping an advantage; ability 
two type essential. Write, giving full 


it vecnonn <4 || INTERESTING 
Box 3019 Ad. Weekly 180 Fleet Sy EC4 ECs 


PRODUCTION ASSISTANT (Maic) re- 
quired for progressive job in a meJivm 

Sized London Agency Age about 25, LN 
Write stating experience, salary fre- 


. o., to 
2987 Ad. Weekly 180 Pleet Si BC4 Practical and successful advertisi 


Promotion Age ‘imits 22-2 


you are secking. 


OlL COMPANY (Manchester area) require at once 


(2) COPYWRITER win tiking for engincering and allied sub- 

jects. Will also assist in handling 
routine. Essemial qualifications are detail accuracy, a well-developed 
memory and ability to digest technical literature and use it for sales 


Both positions offer interesting work and plenty of it. Write in con- 
fidence, giving all the information you would require if you were 
THE ADVERTISEA instead of THE APPLICANT, and state which vacancy 


BOX 2817 ADVERTISER'S WEEKLY 


comprehensive and up-to-date home study courses offer: 
Cor Schools 4 


ADVERTISING 


ng men of wide ay =| have prepared the 


two assistants in Publicity Department. — 
(1) VISUALISER ww tackic advertisement and booklet layouts, s3 
typography and supervision of own printing equipment. No finished 2 
~~ segues but ability to give quick colour roughs advantageous. EXAMS n 
ze limit 2 


correspondence and department & 


uired. 
free 24page be 


* 100 FLEET STREET, E.C.4 


.1.P.A. are coached until aa There are Yo non-examination 
those who wish to obtain sound instruction in all aspects of modern = 1 a 


11.P.A. 20% of the successful candidates in the D ber 1951 inat 
xAMS 


What others have done, you can do! Fees are moderat include all books 
remain your property—an invaluable — in brary. Send for 


INTERNATIONAL CORRESPONDENCE SCHOOLS LTD 


for the the A.A. and the 


™" 
RECENT LCS. SUCCESSES 

1.C.$. Students were successful in the 1952 examinations. 

1.C.$. Students were successful in the 195! examinations. 


1.C.$. Stu tents have gained the Diploma Advertis: 
tion in the \ost three years. oo ins Assacio- 


were 1.C.S. Students, 


“Advertising.” 
GENEROUS DISCOUNT TO H.M. FORCES 


DEPT. 2» 7) KINGSWAY, LONDON, W.C.2 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


Weekly 


THurspay, Ocroper 23, 1952 


S. a copy 
52/6 a year 
Post free 


55/- (overseas) 


TO KEEP IN TOUCH... 


For men and women oversea 

The Times Weekly Review is a close 
and constant link with Britain, a 
window looking out upon the British 
scene, an intimate and welcome 
guide to our way of life and 
thought. Its news, commentaries, 
letters, reviews, diversions and 
pages of pictures afford the happiest 
means of “ keeping in touch.” 

In sum, The Times Weekly Review 
is a greatly valued service to the 
oversea reader. 


| 


aUAA DANA Hutt 


THE <Q TIMES 


WEEKLY REVIEW 
AT 


THE TIMES 

Daily Price 4d. 

THE TIMES LITERARY SUPPLEMENT 
Every Friday Price 6d. 

THE TIMES EDUCATIONAL SUPPLEMENT 
Every Friday Price 4d. 

THE TIMES REVIEW OF INDUSTRY 
First Wednesday of Every Month Price ts. 
THE TIMES BRITISH COLONIES REVIEW 
Quarterly Price 6d. 

THE TIMES SCIENCE REVIEW 
Quarterly Price 6d. 

THE TIMES AGRICULTURE REVIEW 
Quarterly Price 6d. 


STOP PRESS 


PHILIPS TO 
MARKET NEW 
RECORDS 


NAMES SOON 


A. N. Greaves appointed 
tising Black & Decker Ltd 
National and provincial advertis- 
ing planned for new Triumph two- 
seater sports car introduced at 
Motor Show. Scheme includes half- 
page “Daily Graphic” and 11 inch 
George Cuming Ltd. 

“The Times” published 64-page 
ee ET i 

yesterday ednesday) cpening 
day of Motor Show . 


4 Published by the Prepricnset, BUSINESS PUBLICATIONS, Led., at their office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
7 "Scaber |, 1952. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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